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Rough Proofs 


Publishers needn’t feel flattered 
because they tried to kidnap a news- 
paper mar at a Chicago convention; 

he’s also a banker. 

; aS 


Lucky Strike is demonstrating to 
individual consumers the lack of 
sand in its cigarettes. But in these 
troublous times it wouldn’t be a bad 
idea for a lot of folks to swallow a 
little of it. 

a le 


If three well-known advertising 
men were to get their heads to- 
gether, they could form an agency 
that would appeal to every adven- 
turous advertiser: Chance, Hazard 
& Gamble. — 

vvy 


Ed Kobak has resigned from Mc- 
Graw-Hill, and a lot of tough adver- 
tising prospects are breathing easier. 


\ fa ef 


A Little Rock hotel is advertising 
a booklet on divorce entitled, “A 
New Approach to Freedom.” Eight 
to five it’s the old one in a new 
dress. 
£ ie v.99 2 

Horse and mules, supported by ad- 
vertising of the harness industry, are 
trying to get back their farm jobs. 
They’d a lot rather live in a barn 
than a museum. 


= 


New York women, according to 
the latest survey, buy a third of the 
liquor. And drink at least half of it. 


, 4 


Now that it has been so conclu- 
sively demonstrated that women also 
are fond of the cup that cheers and 
occasionally inebriates, maybe John 
Barleycorn will follow Lady Nicotine 
into the women’s magazines. 


Vv 2 4 


United Artists laughingly adver- 
tise Jimmy Durante as the perfect 
lover, but did you see the way that 
sweet young thing looks at him in 
the Old Gold cigarette ad? 


cw yo 


Wrigley urges stockholders who 
have just received a juicy special 
dividend to spend it quickly. How 
about investing part of it in a good 
left-hander for delivery at Cubs 
Park? 

vvy 


One or two oil companies have de- 
cided to advertise right through the 
-~winter instead of waiting for the 
opening of the motoring season. 
Wonder how they found out that 
cars are driven in February. 


7 ? & 


_ The Mayonnaise Institute is look- 
ing for new markets, but for some 
reason has failed to win adequate 
acceptance in movie comedies as a 
substitute for custard pie. 


s VY 


Those l1l-inch cigarettes of the 
Axton-Fisher Tobacco Company are 
the kind to give to the helpless guy 
who’s ‘always saying, “Hey, got a 
match?” 

vvy 


Col Lindbergh is accused by the 
White House of being a publicity 
hound. .No wonder, he’s had so:little 
of it. im 

hin we Re ; 

A movie actress got a divorce from 
a New York banker because he said 
she was a rotten singer, a terrible 
dancér and awkward as’an ox. ‘A 
chap with such command 6f -lan- 


guage is wasting his time in the 


Cory Cun. 


banking business. 


FILE COMPLAINT 
AGAINST CANNED 
/FOODSCAMPAIGN 


Continental Copy Arouses 
Commission Men 


Copy Is Changed 


New York, Feb. 23.—Carle C. Con- 
way, chairman, Continental Can Com- 
pany, told ApbverTIsING AGE today 
that his sales and advertising de- 
partments. have been instructed to 
change their copy so that, “in the 
future, there can be no reasonable 
criticism made of it by any other 
industry.” 


(Picture on Page 24) 

Washington, D. C., Feb. 23.—Al- 
leging that advertising of the Con- 
tinental Can Company in behalf of 
canned foods is “unfair, untrue and 
derogatory,” the National League of 
Commission Merchants has filed a 
formal complaint with the Federal 
Trade Commission, asking that the 
advertiser be required to cease and 
desist from claims made in recent 


| copy. 


The American Fruit and Vegetable 
Shippers Association;—Chicago, 
plained directly to the Continental 
Can Company, and was notified that 
the company is taking its represen- 
tations under consideration. Ed 
Briggs, manager, announced follow- 
ing receipt of this letter that he had 
laid the facts before affiliated organi- 
zations, as well as leading farm 
papers of the country. 

The complaint to the Federal 
Trade Commission, lodged by J. R. 
Van Arnum, of Washington, trans- 
portation secretary of the National 


League of Commission Merchants, at 


the instance of George Lafbury, 
Pittsburgh, president, was accom- 
panied by a copy of the announce- 
ment advertisement made in the 
Chicago Daily News January 16 dur- 
ing the Chicago convention of the 
National Canners’ Association. A 
subsequent advertisement in the 
February Delineator was dispatched 
to the Federal Trade Commission in 
a later communication. 


“Misleading” Is Charge 


“Our objection to the first adver- 
tisement,” said the original com- 
plaint, “and to the announced pro- 
gram of advertising to commence 
with the March 10 issue of the Satur- 
day Evening Post and other national 
magazines is that it is deliberately 
and consciously misleading and 
false.” 

The newspaper copy which served 
as Exhibit A was placed by Batten, 
Barton, Durstine & Osborn, and 
signed by O. C. Huffman, president 
of the Continental Can Company. It 
said in part: 

“The really fresh vegetables are 
those that come in cans. Vegetables 
that are picked prematurely, ripened 
off the vine, transported long dis- 
tances and sold by the pound after 
days or weeks away from the soil, 
are not fresh at all. They are wilted, 
‘stale-fresh.’ ” 

In a letter to Carle C. Conway, of 
New York, chairman of the code com- 
mittee and board of governors of the 
Can Manufacturers’ Industry, Mr. 
Van Arnum said: 

“It was eur intention first to take 


(Continued on Page 19) 


; eom- 


Copeland Files New Bill; 
Tightens Label Regulation 


NEWSPAPER AND 
GRAPHIC ARTS 
CODES SIGNED 


Code Meeting Tuesday 


New York, Feb. 23.—Code repre- 
sentatives of regional newspaper or- 
ganizations will meet in New York 
Tuesday. Labor provisions were dis- 
cussed at a meeting here this week. 

After an all-day meeting here 
Thursday, the code committee of the 
American Newspaper Publishers As- 
sociation entrained for Washington 
to confer with NRA officials. 


Washington, D. C., Feb. 23.—-After 
President Roosevelt signed the news- 
paper code and commented upon its 
freedom of the press clause in a way 
that the Washington Post declared 
was “far from his happiest vein,” 
Administrator Johnson issued a 
1,300-word statement. The Presi- 
dent had. previously signed the 
graphic “drts*code. & 

General Johnson let it be known 
that he too, regards the freedom of 
the press provision as little more 
than “surplusage.” He referred 
somewhat scathingly to “those who 
had only second or third-hand in- 
formation on the progress of the ne- 
gotiations.” 

The graphic arts code is an amal- 
gamation of nearly 50 separate codes 
which were filed for different divi- 
sions and subdivisions. Separate 
codes have been approved for the 
photo-engraving and_ electrotyping 
and stereotyping branches. 


Size of Industry 


The NRA in its official statement 
on the graphic arts code declared 
that “in normal times” the industry 
is rated at $2,400,000,000 annually, 
with more than 300,000 employes. 
This code includes practically all 
branches of printing and publishing 


DIES SUDDENLY 


T. H. BISSELL 
(Story on Page 20) 


except large metropolitan newspa- 
pers. 

The code establishes a 40-hour 
meximum work.week- and fixes -mini- 
mum wages for different classes of 
skilled employes in different types 
of establishments. In the advertis- 
ing distributing trade, a minimum 
wage of 27% cents per hour in 14 
southern states, and 30 cents an 
hour elsewhere is established, with 
carriers limited to 40 working hours 
per week averaged over any six 
months’ calendar period. Other em- 
ployes, except executives and outside 
salesmen who receive more than $35 
per week, are limited to an “aver- 
age” work-week,of 44 hours. 

The code becomes effective Febru- 
ary 27. 

Approval of the code is subject to 
the following conditions: (1) That 
for a period of 90 days from the ef- 
fective date of the code boys of the 
ages of 14 and 15 may be employed 
for a period not to exceed 3 hours 
per day, all such work hours to be 

(Continued on, Page 20) 


Last Minute 


News Flashes 


Frederic G. Cramer Dies in Milwaukee 


Milwaukee, Wis., Feb. 23.—Frederic G. Cramer, of the Cramer-Krasselt 
Company, advertising agency died here Wednesday after a brief illness. He 
was 58 years old. He and his partner, William A. Krasselt, foundéd the 
agency in 1895. Mr. Cramer was one of the founders of the American As 
sociation of Advertising Agencies and a past president of the Association 


of National Advertisers. 


National Advertising 


Campaign for Detroit 


Detroit, Mich., Feb. 23——The Detroit Convention and Tourist Bureau 


will conduct an advertising campaign 


“to tell America that Detroit is swing- 


ing the country back to normal.” John R. Lee, vice-president of Dodge Cor- 
poration, will be in charge of financing. 


Tim Thrift Returns to Office Appliances 


Cambridge, Mass., Feb. 23.—Tim 


manager of Elliott Addressing Machine Co., effective March 1. 


Thrift has been appointed advertising 
He was 


formerly advertising manager of the Multigraph Company, Cleveland. He 
founded the Mailbag, which was later merged with Postage. 


Buckley Heads Press Division of NRA 


Washington, D. C., Feb. 23.—George Buckley, former publisher of the 
Chicago Herald & Examiner and later with the Crowell Publishing Com- 
pany, has been appointed special assistant to Hugh S. Johnson in charge 
of the newspaper and publishing divisions of NRA. 


Measure Said to Have 
Endorsement of 
White House 


Washington, D. C., Feb. 23.— 
Minus many provisions of the or- 
iginal Tugwell pure food and drug 
bill, a second bill (S. 2800), has 
been filed by Senator Royal S. 
Copeland as the result of a dis- 
cussion at the White House and 
collaboration with Dr. Rexford G. 


Tugwell, Assistant Secretary of 
Agriculture. 

Strict provisions governing la- 
bels and advertising were retained 
in the bill. Publishers would be 
exempted from criminal liability 
for false advertisements provided 
they obtained statements from ad- 
vertisers that the latter assume full 
responsibility for the advertise- 
ments. 


Other, and detailed changes be- 
tween the first Copeland bill, (S. 
42,000), designed. to. P 
the original, so-called “Tugwell Bill,” 
and the present new bill (S. 2800), 
just introduced, are as follows: 

Additional defining terms are given 
for medical profession, medical opin- 
ion, official compendium, immediately 
following the clause in reference to 
“advertisement.” 

Section 3 relative to Adulterated 
Food remains the same, but Section 
4 on Adulterated Drugs is slighter 
broader, providing for acceptance of 
changes in accepted compendiums, 
these being the U. S. Pharmacopoeia, 
Homeopathic Pharmacopoeia of the 
U. S., or National Formulary. 


Tighten Up Regulations 


Section 5, on Adulterated Cosmetics 
remains unchanged, but Section 6, on 
Misbranded Food, Drugs, and Cosmet- 
ics—General, appears somewhat dif- 
ferent. The first Copeland bill made 
the proviso that labeling would not 
be declared false or misleading, if 
“supported by substantial medical 
opinion or by demonstrable scientific 
facts.” The most recently introduced 
bill states: 

“If its labeling is false or mislead- 


‘|ing in any particular. Any represen- 


tation concerning any effect of a drug 
shall be deemed to be false under 
this paragraph if that representation 
is not supported by substantial medi- 
cal opinion or by demonstrable scien- 
tific facts.” This is viewed as 
“tightening up” the clause. 

Paragraph “c” authorizes the Sec- 
retary to promulgate regulations re- 
garding exemptions, while the first 
Copeland bill made this promulgation 
optional. 

Section 8, relating to Misbranded 
Drugs is more explicit in paragraph 
“g,” referring to deterioration and al- 
lowing for regulations for packaging 
by the. Secretary of Agriculture. 
Other changes in the 8th section ap- 
pear to make for greater specific 
regulatory powers designed to aid in 
enforcement. 

Section 9 in reference to False Ad- 
vertisement is re-written as to first 
paragraph and now appears as fol- 
lows: “An advertisement of a food, 
drug, cosmetic shall be deemed to be 
false if it is false or misleading in 
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ADVERTISING AGE 


February 24, 1934 


any particular relevant to the pur- 
poses of this Act regarding such food, 
drug, or cosmetic. Any representa- 
tion concerning any effect of a drug 
shall be deemed to be false under this 
paragraph if that representation is 
not supported by substantial medical 
opinion or by demonstrable scientific 
facts.” 


Harder for Advertiser 


As in other portions of the new 
bill, the burden of proof is thrown 
onto the advertiser by the technical 
phrasing, it would appear, by com- 
parison of the new bill with the old. 

Section 15, Investigations and In- 
stitution of Proceedings, carries the 
identical language relative to self- 
regulation of advertising and com- 
mercial practices. 

Section 17, Penalties, retains the 
paragraphs exempting publishers, ad- 
vertising agencies, radio stations, as 
in the first Copeland bill. 

Section 22, General Administrative 
Provisions, retains the two groups: 
Committee on Public Health and 
Committee on Food Standards. How- 
ever, the restrictive clause as to finan- 
cial interest in the manufacture, ad- 
vertising or sale of any food, drug or 
cosmetic, is extended to include the 
“member from the public” serving 
on the Committee on Food Stand- 
ards. This was not found in the pre- 
vious bill. 

It is this last introduced bill which 


will be open to public hearings on 
Tuesday, February 27, it is declared. 
At the office of Senator Copeland, 
confidence was expressed that no seri- 
ous difficulty would be encountered at 
Buch hearings. It is evident that 
with full Administration support, 
Senator Copeland expects to see his 
bill passed within a short time, after 
which it will go to the House. It is 
possible that the House of Represen- 
tatives may, if sufficient Administra- 
tive pressure is forthcoming, decide 
to pass it. This would, in effect, 
eliminate the bill introduced by Rep- 
resentative Black of New York and 
said to be supported by the National 
Drug Association. 

Senator Copeland is pleased that 
the special committee on advertising 
legislation of the National Publishers 
Association, has recommended that 
its members do not oppose passage 
of the first bill (S-2000), and believes 
that the same recommendation will 
hold for his last bill, S-2800. 


Walter E. Tisne Dead 


Walter E. Tisne, editor of Legion 
d’Honneur, former New York news- 
paperman and advertising manager 
of A. Schrader’s Son, Inc., died in 
New York Feb. 15. He was 57 years 
old. 

Mr. Tisne worked on the editorial 
staffs of several New York news- 
papers, and also served the Associ- 
ated Press. 


F. D. Schroth Buys 
“Scranton Republican” 


Frank D. Schroth, formerly con- 
nected with the Trenton, N. J., Times, 
has purchased the Scranton, Pa., Re- 
publican. 

Col. Laurence H. Watres, a son of 
the former owner, who has been 
president of the company and editor 
in chief, will continue as a director 
of the new organization. 


Clemenko, Stewart 


Take New Positions 


H. B. Clemenko, formerly promo- 
tion manager of Dell Publishing Com- 
pany, has been appointed manager of 
the boy sales division of Macfadden 
Publications, New York. 

Alexander Stewart, formerly with 
Photoplay and more recently with 
Conde Nast Publishing Company, has 
succeeded Mr, Clemenko at Dell. 


Mrs. Franklin Appoints 


Mrs. Franklin, Inc., New York, 
manufacturer and retailer of sports 
clothes for women, Franklin fabrics 
and especially knitted materials, has 
appointed Kimball, Hubbard & Powel, 
a New York, to handle advertis- 
ng. 


Gregory in New Post 


F. F. Gregory, formerly with the 
Campbell-Ewald Company, has joined 
Sound Pictures, Inc., Cleveland, as 
story editor. 


THE 


Atlantic 


MONTHLY 


ISHES to announce that it resumed its status as 
an individual publication on February 1, 1934, and 
‘‘Atlantic’’ pages are now offered advertisers at the following 
rates which are based on a circulation of well over 90,000 
net paid subscribers of highest quality, influence, and 


income ratio: 


® Pages, Black and White.......@ $ 420.00 
® Inside Covers, Black and White.@ 475.00 
® Back Cover, Black and White..@ 850.00 
© Four Color Inserts........--.-. @ 800.00 


© Back Cover, Four Color....... -@ 


1200.00 


Special space and insertion discounts to publishers 


All orders sold on or before April 1, 1934, by 
sentatives will be accepted by The Atlantic Monthly.at regular Quality 


Group rates. 


uality Group repre- 


Complete information and cooperation will be offered by 
the following personnel: 


ADVERTISING MANAGER 


Merrill C. Welles, 8 Arlington St., Boston 


Alden James, Eastern Mar. 
200 Fifth Ave., New York 


H. H. Richardson, Western Mer. 
Tribune Tower, Chicago 


Gordon Simpson, Bendix Bldg., Los Angeles 
Walter S. Reilly, Russ Bldg., San Francisco 


Donald B. Snyder 


PUBLISHER 


Ellery Sedgwick 


Epiror AND PRESIDENT 


TWO KINDS OF 
HIGHER PRICES, 
SAYS RICHBERG 


Asks Newpaper Men to Make 
Distinction 


Chicago, Feb. 20.—Donald R. Rich- 
berg, general counsel of the NRA, de- 
fended the rise of retail prices which 
have followed codification in many 
industries, but urged frank criticism 
by newspapers of unjustified price 
increases in an address today before 
the Inland Press Association. At the 
same time he contributed another 
vigorous flaying to the competitive 
system and the laissez faire theory of 
economics. 

“Editors should now be able to 
realize,” he*said, “that the mere pub- 
lication of blanket charges against 
the NRA that it is permitting or aid- 
ing a rise in prices does not help the 
consumer, but definitely impedes our 
efforts to protect consumer interests. 

“But there is a great difference 
between rising prices, which mean a 
return to economic good health, and 
artificially boosted prices. This dis- 
tinction has been very seldom made, 
and yet the success of every pub- 
lisher in the United States depends 
upon a rise in mass purchasing 
power, and upon a justifiable rise in 
prices, against which beneficent ef- 
fect of the NRA he has probably been 
publishing a steady stream of criti- 
cism in his news and editorial col- 
umns. 

“Obligation of Press” 


“On the other hand, informing the 
public concerning the operations of 
those who are actually charging un- 
fair prices, or who are actually mis- 
representing quality or using other 
tricks to exploit the consumer, would 
have a very helpful effect and meet 
a long accepted obligation of the 
press. 

“If such informative articles were 
published as pure reading matter 
alongside the questionable advertise- 
ments of some of the guilty parties, 
the maximum protection would be 
afforded consumers.” 

In repeating the attacks on the 
competitive system which have been 
used as the primary justification for 
the NRA, Mr. Richberg said: 

“Under our accepted plan the final 
responsibility for decisions of vast 
public concern lay with private and 
competitive groups of the owners and 
directors of large individual enter- 
prises. These groups had no direct 
or accepted responsibility for the 
public welfare; and under the law 
they were permitted, and by self- 
interest they were commanded, to 
regulate the volume of production 
and consumption and the distribution 
of goods and services primarily for 
the purpose of producing the largest 
possible profits for the fewest people. 

“There was a theory of political 
economy that such a direction of 
business would automatically serve 
most effectively to advance the gen- 
eral welfare. Perhaps it did in a 
pioneer civilization. But that theory 
has had two disastrous results when 
applied to an industrial civilization. 


Two Faults Alleged 


“First, the immediate result has 
been the undue enrichment of the 
few at the expense of the many. Sec- 
ond, the permanent result has been 
the gradual disintegration of society 
through an increasing inequality in 
the distribution of the rewards of 
labor, which produced increasing 
areas and volumes of unemployment, 
and decreasing volumes of purchas- 
ing power as compared with increas- 
ing volumes of potential productive 
power. 

“Such a catastrophic lack of eco- 
nomic balance must inexorably bring 
about an economic collapse, followed 
by a collapse of the political system 
which depended upon and supported 
the economic system.” 

In referring to the effort of the 


NEW PRESIDENT > 


Verne E. Joy, of Centralia Sentinel, 
who was elected president of the 
Inland Daily Press Association. 


NRA to prevent oppression of the 
small business enterprise, Mr. Rich- 
berg commented that many of this 
type do not deserve to be continued 
and cannot be saved. 

In beginning his talk Mr. Richberg 
referred sarcastically to the insist- 
ence of newspapers upon the inclu- 
sion of the free press clause in their 
code, saying that they have been 
seeing things under the bed. He 
likewise described in uncomplimen- 
tary language the newspapers which 
have opposed NRA policies. 


Criticizes Typography 


Among the speakers at the final 
session (Wednesday) was Douglas 
McMurtrie, of Ludlow Typograph 
Company, Chicago, who urged better 
typography in newspaper advertis- 
ing. He said local advertisers espe- 
cially are getting “worse and worse” 
from the standpoint of the small 
time allowed composing-rooms in 
which to get attractive displays of 
their copy. He also criticized the 
display of news, saying that all-cap 
headlines make difficult reading. 

“In studying newspaper’ typog- 
raphy,” he said, “it should be remem- 
bered that competition for the time 
of the reader, due to the demands 
of other activities and entertain- 
ment, is getting keener right along, 
making it all the more necessary 
that the newspapers have a friendly 
and inviting appearance.” 

The association approved the ten- 
point program recently adopted on 
the subject of broadcasting news by 
agreement between committees rep- 
resenting the newspapers and the 
radio interests. 

Officers of the association were 
elected as follows: President, Verne 
E. Joy, Sentinel, Centralia, Ill.; vice- 
president, Linwood I. Noyes, Globe, 
Ironwood, Mich.; directors (three 
years), George W Purcell, World, 
Bloomington, Ind.; H. L. Davis, Post- 
Crescent, Appleton, Wis.; James 
Todd, Monitor-Index, Moberly, Mo.; 
(one year) Preston Grandon, Post- 
Tribune, LaSalle, Ill. John L. Meyer, 
Madison, Wis., is secretary-treasurer. 

A. O. Lindsey, Quincy, IIl., is chair- 
man of the board, which includes 
vice-presidents from all states in the 
group; J. S. Gray, Monroe, Mich., 
vice-chairman, and F. EB. Milligan, 
Ft. Scott, Kan., secretary. 


Paderewski Promoted 


Paderewski, who left the Macfad- 
den organization four months ago to 
join the art department of the 
Thomas H. Reese Co., New York, has 
been named the agency’s art direc- 
tor. Prior to the publishing connec- 
tion, where he specialized in covers, 
he was associated with several New 
York agencies. 


P. A. C. A. Convention 


The annual convention of the Pa- 
cific Advertising Clubs Association 
will be held at Portland, Ore., July 
10-15. 


Graves Gin Appoints 


C. H. Graves & Sons Company, 
Boston, distillers of Graves gin, have 


appointed Topping & Lloyd, Inc., New 
York. 
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February 24, 1934 


ADVERTISING AGE 3 


lame for one pioneer 


ANDY BURNETT 


S Andy Burnett stalked with 

his rifle through the pages 
of the Post, this courageous pio- 
neer of the American prairies 
won for himself and his author, 
Stewart Edward White, a host of 
permanent friends. 

And Swift & Company, pio- 
neer meat packers, share these 
friends. Share the friends of 
Andy Burnett, of Mr. Tutt, of 
Charlie Chan, of Tugboat Annie 
— of that long train of characters 
the Post has brought to fame. 

For just as Andy Burnett 


stories made readers of the 
Post hungry for more adven- 
tures of the Long Rifleman, so 
Swift advertisements have made 
them hungry for Swift’s Pre- 
mium Ham. 

All over America, Post read- 
ers have gone to their dealers, 
demanding Swift’s Premium 
Ham, the kind that’s ““Ovenized.” 

The power that wins friends 
for the characters in Post fiction 
is the same power that wins 
sales for the products in Post 
advertising. 


Sales for another 


SWIETS PREMIUM | 


FOR BACK OF THEM BOTH—THE POST 


SWIFT & COMPANY AUTHORIZE US TO PUBLISH THIS STATEMENT : 


“It was thirty-three years ago that we ran our first advertise- 
ment in The Saturday Evening Post. Women’s buying habits 
have changed radically since then. Particular now, they buy 
by brand name. Millions of them, when buying ham, ask spe- 
cifically for Swift’s Premium, the kind that’s ‘Ovenized.’ 

“We are sure that our advertising in the Post, year after 
year, has been a great influence in making the nation appre- 
ciative of Swift products. , 

“Today, as thirty-three years ago, we use The Saturday Eve- 
ning Post as a primary medium in our advertising program.” 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND LIFE TO THEIR CHARACTERS IS 
THE SAME POWER THAT GIVES NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 


‘THE SATURDAY EVENING POST 


"AN AMERICAN INSTITUTION” 


ae “ SS. oa wa ste oe > oe [et (oa eT ee ee ee ee he te ¢ - ee | a - = 
as 7 +s fired, ees Whee FY re.) e Pini ee es Sea SF st See” oe ee oe Ser ee Se TL, SS eee eae tot Rae RM Pk ea i Paden eR ee Ae ace. eye eekly eA UR Oe ce Sere yom ar ooo? eae ie raat aan Aphid te 
Be ae pwn Aegiehek eee as faa ps8 AES: ee od Br ky ty 4 ee aye $6 tre oa oe Are age tale eet oe. t ae Ba * Say ee a ga eee Re TAS « a we i cay a 2 i yg ha’ a ee Gi ae es ‘eae ‘ mk ean Lene & st yds teh TR Ge Zs tt tae ae se. 
ale ee ey Fekete ee Spe ee : ES, “ae Tei) she Set eran AES ber fae S 4 ry ee ee e's de eee a en oe en Ce So ew REF. ee 7. ae 
Ae Cr ae Re eee RM ihel o a re aes * 5 sg es ary ¥2 <F ; ; re gates aa lis loa ae ee ee Page 5 eet ens aa oS eee a ae i Fi Sa 8 Se) Sree ogg 2” Be ae ee eee 
Pile Ae me Shai tate re date geen i bres % a jit Bhs a = Se SS ae ; 7 oe be Lau Mesa § aN ee fear ee ea, ef. ee ee ee es ag OS > gra d'§ : pee om ee at a ae Gere t * 2 omit ee oe 
: a‘ mee, : : 3 } ee .S Se aioe A ag a piece pete: Seana ee es * 7 ae et. eS OR ae ae ee ae vaGe las ; Pe we se 
, Oe 2 Cee ae bE ahh oe gy Se ores wh FY gi ae ae Reteners FU red ae ote be satu ares i Bs ily heap ree sw eat ye ae + ik ages hoy permite ye Me abl et Pi ee 
we 3 i Se 2 Ed = sh naa | wera Sf is Baie Se Cee. SO ey fr a ae . Z at Seas he vais * Sa RE Ls z be Rae. wi oo, 2 antes arr is Pa Saale _ Be oe a 3 5 2 a ee He eat i 4 oe % ue 
Pri De as 
go ae tea 
> 5 gal er TR 
q Sy 5 
a a my 3 = 
Paap ee, 
ae Bee! ms Se 
gts Cees 
aay in hte an 
i 
Sa ae ae, 
La : = 
gins Ss ag te at a I a a a a A i a a a ame ae 
Z Rs is Se ay oi > Oe ee ee ae oe ss a 2 aR i aie 2 
ves : : 5 Se es. gee 
Bae ee nae * 
eo. - i % oe eae ewe 
‘pe x i » eal Cok 
a ool : . ae Ky: oS a 
a Nae Pasi ® es ae ieee 
ee ad oe : | at Ba) 
Ps ; os ~" ‘ ee Oe eae 
e 3 ny = c. erate 
Bi. & d Sie 2 . eae Le = ae 
a 3 ar 7 Z oe EE Se 
os bee s > ee ' t : oe 
a : i ! ae ie 
& 4 es # Pa mis * e es 
Le pes : i ae : i 
Us ‘(¢ Hay ; ea 
: g* : goes an 
i ¥ oh PS X! ae oe 
# ae 2h a AS ig Cae ik 
is ie kates “e a é ae 
ge ry ‘eer <%% | : ee 
j Ue Wee .san” 6 % a wi 
os i a +3 Bes 5 
a Re ks is yee oe 
oS Coe hie sae. & a me 
s 4 aoe: Pe ae 3 eee 
f eed OF FS ; Se ae { athe 
éj . faa see odes ee) ee 
j : aa page : oe 
‘ ; "Ae ogee ee Me - 4 : 
A Pi €, ree rae : 2 2 
a et, ee i ‘ : at a 
i i ; ‘ HP ae oy uy aie ee oe : 
a > aN ee a | ae geo 
i “Bgl S20 ie et mag ak cae a... pe EN Ce ad * ee 
: ee ae rete ee ee 
age” Or es ee) 4 S ik ane = gen. Si 4 4 : ot ee 
4 pe em ey r e) Tg 5 ti ‘ . . 5 he eo ee 
Pe: ee Pega! at 2 to dj @ x5 >, af . 3 nes ‘ 4 ‘ ae Meira ae 
Be 4 cling 8 i oe 4, of aise é ” oe é bay,” fi ois a yeti ae ca — yan - bt fee a as 
: : Z . : Bas 5 - , es ee tee / of 4 ~" mF et, og tae, Fe eit ee X : i ce 
’ iii “3 apes We PN ” an 4S Se "i ew a,  . @& : ee BOF, 
e # " ¥ A Se ei at a2 x % es ies . , ena a “% ae egg Se ‘ ene, pe = Bet a : ‘ae ee —_ Cos 
‘ tee: & 2 2 ae | itt ie ee ig? Oe . A a NR pig ee — j . ‘ is at eee 
: ; ie id i) Rie wae wt ss a ee ge a et ne a uo ; * : Ge 
¢ i ¥ is Se oe yy a A i ve 4 _ Pala ee i pe 
i ; ig ee @ eae he “Ss * ae . am " P i i cs - e Gaaei 7 
a 4 oS Bee . A Se Ki ie, a - att: ie pet ns é he: kg ae ‘1 
¥ i F . % Ce a Se 4 * - ee a ee « a 4 woo. ing 
Ee ei : a . - 2 «., ey: lio” : he ale : a is aes Det. ; A : !/'_ " 
c g : F & bi * : * 8 co rig o - ‘ 
A s a a %& = ae S Vd > a er c ' em, Pe es & 
ES 3 4 . —— a Sie ae vee am p cil : x, ; 
f 4 ot he 4 Om j E ea a: , >, on oS Ree —_ [me f ne a’ an i : yom 
£3 Ce Ee , % >” 4 wae es ne . ee : Po Se hs, ace 7 : P + 
& a : . Oe ; 4 tems "a * cre , go. So F - ‘ é, . _# L % f > 58 b 
ier bi eg |) eee i Sascoire o£ - =e Se : - 
es Ere * re 7 SD nn ; a ‘ 2% fee ae  .. ie a 3 a re, fC ee : : ee’ Oe 
he & 5 Pay ; 4 te eit MH Bes : Fe Pn na y 1 CR ee Se ek he “ . 3 : a.’ — ; : 
ips ws j Y F s e ; a a 5.& : rn, ate AE kd i ae ms Fae ee : on Pe, ns oe : h 
ae fk ei xR: + ae - 3 a : eS “8 ae oe 5. ae ‘ A oe 1 cme et i _ : eo a i os eo a ee e “= : 
tier. al “sae ie vi. a re Le) ae ot, @ sant ct ee |e foo hae is aes Ce “Boers ’ ry ars Bs i ea * a Pare 
tiara a : ” ee “4 fe ee : oe Se bs ‘ao ee erie & Pe aay one ty eee 4 ie f | a eee nm meee Sa tee a ete ra 7 
ihe a. * on i Ba: TEA: Lf EEE. Um see vee ares ok p= es. Le ae ee Se ign Sige a a ree ee ey eee ra he E , 
Se ~ toe 7, a i. go ae i : ed » Sa er See Be 6, rere ee es ate 1a ke the «eee ee RR ag he oS Sag 
ak ee a ee CO SMe i ae fla BY wR 2 se a i a 1 ae is et igs “eS Sis i eee ee mh, £. a an 
es es a * a "9 eee | eae eo 7 et eae + ee v- q = irae! See pam Fate De te bp ee eee ‘a, ae ih Serres eee i ese a a, * err 8s 
he NS ee. or a ae ie a i 2, gees a ae m es, Fein on B oF , a #, aoe ate a . ray : . aa, 
ee eS BOOS Oe Se amar <a ee pulls ee ae ee oe * ‘ i ¥ ‘4 # ced eee : ea FE els ee See es % Pe, 4 xe mrad Sy eee a ee ’ oe sae we 
oe : } 4 ee 2 “Saat uy Mier! 3) ‘oie oes me, 0 : aoe j Se iy: ee ‘a 5 by me ee Loe Pe i ee! Be FT oe ised 
gee ai x Ge a . oe wey 4 ey as <n ———. = —— - Tk aie ayy it 1 a ee ae OEE. Sea ee why * : feo oe zeae P ; : 
ee % Bete nee a vr i 6 de con A eee) ramen, ema, i ee, a iat 5 ee 7 : fa era Mea © a ae m ¥ om . _ Sits ae eee Be i 
> Sogn e eS tS Mag 2 aa ee: % ee ee: sa Te ie ee PRs Pree a ee Ee Be a hice ‘ Re ee eee py ee ms F} 
ere : go oc ae < ee Ce kent ag >? (i ae mi, ia a eS Ber Pag a are poet Ht ‘ eon FS : " , 
Be ae ec tn ENG SEE a eee so 1. Sa See he Pig a" t os ae - ee 4 te eed Sag: A Geena bs oe. ee ark, fe aes 7 iat Oe EA tila adie a ae : ’ 2 Ri os Tees ; 
Fe es ee a ASD ee = ee hi i i | 1, Y, fee ye , is XN E aS Bk eS a pee ee, ag ’ eis : a 
$e iy Re Be A baa ee Oe en ei ee et ee . Pe ee teas oS Oo ie 2 gs Magee ie . = ‘ ie : sy € ey : oi 
a 9 wae es eee ah , ae: 2 es eee Sa E>. = Bin sx )3 as \ Ree 4 * es a Bit ca:  <e bs owt 4 . 4 a pies ety 2 
* Pe oO SES Gees ee we “tek $ oe thes ah & ee 7 ea ee ae ae Pie ‘ ew he ee 7 
‘ ps Se eg Ke my ve aS cat ae, 4 Rit, o, wh aa ae i he . - ee b-, rene Le 4a Bees (Pi. 4 64 Re 7 iF: ta mr he ee 
vor & oS Rie : hd. : te a ed me So” Q me a ek ee oe 8 pe, Peay . ‘ i 7 be ee , 
x ; a “3 oe s % (ee SRE ie | oe ee i. 9 . i ee é a ay £4 Ti, a Re al ag 4 ES 0, a a Sere ee os oe 
Ram * bis B29 3 ns am . F me” % *~ gop & big e OR ‘ as Xl ey, = As * < a Lo Sees. EF. oat PE coe rie, ¢ ; 
hae. a " eee a ‘ - — Z * ae ; ae ee 4 ‘1, at anne ‘Dla? Ne a , a eae Se eee ie NN St 2 r 
Do R 3s Sd = as ' Se i . 7 be Ja ee sis) a ae See. ais aS Me ge - FON ee aes m a, Big ane : noe os yee ‘ e Po ial é -. ry ' - = % : 
| = NS Grae: 2 is 2 Te by es ee oo! ae ’ ae ae Ng Aa ee ee Ne he Plage 3 Se | ss — 
—— ys ? ence a el aa ge Sere i ‘ ' fod a a Mee k's 48 \ ? ee a i 98 ° Sa Pe —, ee a 
ave Sasi Bs ee te i hoe er ae ii ae i z see ieee : oF [ he 4 Sey a ee ee . es ae ee oe ‘ ee Se a saat. ae ; > aii 
Sr. Sere ek iam ee a wy ae ee, eee a edo ote . ee ee me oe a OS Sgr ie Sige am 
wees ee ee See he Neg tJ . 2 Saas iu ee ie Rete et Me < 4 a aaa iB oe ee ta ie At oy et ae We oe ‘ as - ee yee i co i e 
a tae ney pee ae “% aS _ * sath : ee : wre i ar ae Le ie * 4 Bs oe ae 2 mn OM ys lee ck 1 + eS 3 Be Secs Se r Ss 
io oe eal ee ahah é A ; | =a g a #4 ‘ . ee Een be f & ie gee ; Sts + Ae eae a ee 7 . po? ~s a, : Fi ee ~ Se 
1s tale Jian | uaa 8, <a ye . : : 4 ae nt ee ae . 2 2 eee 2 la Sead oie ~~ =e a ; . »% — “ae 
Ta aN go mace ae Bae 5 Y 4 \ ‘ Lag ae sy a ge a aes 2 3e? oe. Bit Garten cain al oi fe ee ee a me — 
a pe es A % - e eee ee age : ho os eke: ee ae, ee My ae i eo — q 
eet | eae i Bee] 5 7 2 ms OR an ye ms 4 :  § 4 i, oe Aba vs MRE eS Seg te ce ae yr. oe 7 ae r. . 
oe i | ee % fas BR ae yt ‘ = a & : 2. ee / : ee ga jae 2 oe “oe 
i . & oe ue : ‘~S 4 es % yr a a ee, y f: ‘o Ps os a. & rs Bi ® a. s ae = i gh Soa a at Aw ‘eo ‘ # * 7 Ms F 2 ae eta. 
_ @ aug : = ‘ , « a Wy . ¢ be eee ee + oe i yay ; ‘ 4 4g BT i a Fm ie Poelacts. My. jit ~ samme ae * ae a es re ie Sk 
+? are Oe, eae § F ws os , ; | : 3% bs ‘ 3 Bi eal a ee . 2 . ee ae hein ed ames’. aee meas Fad a pews a 
mile ore tan 5 th cde an ; ; ¥% es J ali — e- a Le é - ie ae ole ik itt me Er - el a en 
a, awe wa atl yee af * 2 j a“ G p 7 peg a | Pee | Re fj ae RR, (2c ae om j 7 ¥'e ee ea “ bt re, Sia 
“6h. Bs ( =F 22 Bo cra ; a " Fe Eh fh ay" + Tae aes a , Me a Re EAN ena 
Pe em . eee P ra . uy ies Vie) Oh 4 Ya i’ AW i % a % i 5. , gine. a ee ae. # ol anil hee aria 
) 4 ae “SSR cs “ee co RSA Be ae , a tes 
Ae GR ee ; gies :\ et pac, omer aa oS i re ‘She ee Ye i NR : i a ad sais 4% Bestaetead od 
. : ba ¥ < Toe 2 #8, oe © Res eas) a pee he a ; ga, : . \ . 4 ee sittin SE 2 ’ dais ee . iil ag 5 4 Ee Sane 
A Po a ‘ j 4 oN aye 4 hie, oe ss ve "4 £ i i } 7 8 eee. ald ‘id, m. ‘ be —s oy ; ge” = r 4 plea eee 
. >: as fy Ce: yt #4 a be te a ee cS ee ee Fe. peut, a ie SS, Taw ST. Le a a ~¥ ae ‘ s “ta Ieee a i, £ os “a ie ore wearer 
eee Be ne Tae a oth. a Fae am 3 ome |. Jae een ae 4 2) gegen pee a: eee —_ ; aif , : Fe 
, A eee S,. % ihe VA RS te oS Ry Gee 5 Se LeN oe a eee: St OS SA bs Bai 1 ar eeu ee ae” A 
$ Se | i , ae ‘ +B ites % Ce ee ee ee Se is Ni a - a en, oe a ' f Be ba fd ” ce Butrg, ee ut Z ea eae 
ae i a, *. 7 Xs eee eae diy i : : é why he me = } fe ‘ —- bax te, Ea tt chk aes 
> Oe gee TON ee aA eS afta ce ores \' oe ss a eS a Ae . ea 
eo gt ARR INR, Fa. Pe Sa ae .6h—hVa—asS > ae ee 
SS » aS Fa i Me Ne } 4 ES 4 7 3 ‘ee . * 4 $ 4 1% Ee, "4 i ie Manag ae i +e ps anor AS a .! Neri us 
. PK ee ge WSK « % “a "li em IE * ne 3 at ae A me : 
ie. woe, ae a J ail e ut ere 
ee” # , =e 
ae “ he cee, 
Oye er: ‘ ss ; a uP a aa 
ee “ i = Fete 
+f MO LELMIE GE YW 
WE be ve ment 
- 
J 
, * 
a 
a : of 
/ an. pny 
Bia! «= eich 
’ Po a S525 
; aa 
o- aia 
f ra 
J 
? 
G 
P- 
s , 
e 
> 
1, 
d- 
to 
1e 
as 
Ce 
C- 
. 
‘Ss, 
Ww 
‘a- 
on : 7 : 
' 
y, | 
+ e - 
put , 
PW See 1 2 igs 
: Peseta Ae Gal eee ae ee Set. ete. RE: oes Aer 
, : eae Ren 
. ey 
eer) eee 
— ee 
“se SES 
\ . SIE ue 
| ‘ Q 4 , ¢ ae et : t ee es e 
‘ 3 A : : a Sa = mt a ae Se ee eas Ss ee ee a Ce ks SMR wR: SS gs ett ae, = 
(PERS hla Py ‘ , ‘ : i 4 re ete aie scale ag te Be eae aA aia Mae > ee i ok a ns MES TY Pee kee The ee tit Eee aero hs VASEP Ew CN mns ee ery fee aaa fae a |. a Ae ris ent 2 et oe 
Se RN Pra fea cyt Cal Ye% ET Ae oan a oa me Nea ag re fear alte oc Bsa ee he iene Soe " ee Bey Oe ee? eo Pa ER Se pee ae a gees ee “ Pe IRs Fs) eR I ' Pen 9 FR Or gee nae Dak i ESR 2) a ys a Rg og ices So RO aig gens ote apy Pp aera eS ARETE Mey eee 
eae ne aa 2 ee ae Ae A eae ee een oe Toon pa ae ERS eee oes ape et eave B _ = Be ear Wie sre SUPE Seren mimes ann SANE SEN NCE Ss Sd RSF 8 pyr cohen t ee oe pre Me he ics spe Nae Sane ee se aA ee te ue, iW 
et eee THOR RELI OL 7 Alte RITA A SRE Prone See see ft Cae CR HE ee ba Ree te me EO aS EDEN ek, Nc, at Mad aU decree ea im a 2 ee eres eT i eee Lo Zola ah gk ae eee a Matern ee Nee ee Aas i : $e Die, Chae ha Tel et eae r . . eee ae 


ADVERTISING AGE 


saa, « Pa gi glltek s ei a Pi it teh gus ime Ay 3 fae Saye. bo a eT Ly Ree ee: ee 


February 24, 1934 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered U. S. Patent Office 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago.................. Tel. HAR. 7504 


New York Office, 330 W. 42nd St........ 


G. D. CRAIN, Jr., President and Publisher 


KENNETH C. CRAIN, Vice-President 


E. KEBBY, Secretary 


Advertising Representatives 
W. E. DUNSBY, Vice-President and Eastern Mgr., New York O.L. BRUNS, Chicago 
SIMPSON-REILLY, Russ Bidg., San Francisco, WALTER S. REILLY, Manager 
Bendix Bidg., Los Angeles, GORDON SIMPSON, Manager 


S. R. BERNSTEIN, 


RALPH O. McGRAW, Associate Editor 


Managing Editor 
HAROLD MONAHAN, Eastern Editor 


Correspondents in All Principal Cities 


Volume 5, No. 8 . 


February 24, 1934 


5 Cents a Copy, $1 a Year 


How Mach Advertising Regulation 
Is Enough? 


Even those in the advertising busi- 
ness who feel that some regulation 
by the federal government is neces- 
sary to control the small amount of 
advertising which represents a haz- 
ard to the consumer admit that su- 
pervision by Washington will almost 
inevitably prove a handicap and a 
hindrance to advertising. Therefore 
avery appropriate question for every- 
body interested in the continued suc- 
cessful use of advertising is, “How 
much regulation is sufficient?” 

Those who are pondering this prob- 
lem may find a very satisfactory an- 
swer in the recent statement of the 
United States Chamber of Commerce, 
which filed with the senate commit- 
tee handling the Copeland bill and 
other regulatory measures a brief on 
the subject containing a proposed set 
of regulations. Any advertising man, 
incidentally, who has been puzzled by 
the numerous conflicting expressions 
regarding regulation should peruse 
this statement with care, because it is 
sane, reasonable and representative 
of the practical business viewpoint. 

The feature of the chamber’s com- 
ments to which special attention is 
drawn at this time is that declaring 
that discretionary powers to impose 
conditions upon manufacture and 
distribution should be granted to ad- 
ministrative agencies only where and 
to the extent clearly necessary for 
the effective enforcement of proper 
federal laws, and that legislative and 
administrative provisions of any pro- 
posed law, as well as penalties for 
their violation, should bear a definite 
relationship to the protection needed 
by the public. 

In the discussion of the need for 
regulation of advertising by federal 


statute, the statement is constantly 
made by proponents that much adver- 
tising now appearing is objection- 
able and should be_ eliminated 
through legal control. But where is 
it? What reputable publications are 
carrying it? Who are the guilty par- 
ties? And to what extent is the pub- 
lic being damaged in health and 
purse? Who are the complainants 
who have experienced injury as a re- 
sult of the release of this dangerous 
flood of misleading and injurious 
copy? 

When specific answers to these 
questions are sought, the criticisms 
usually heard relate to products of 
known and established reputation, 
whose advertising, however, is ob- 
jected to on the ground that it is 
exaggerated or overstresses a purely 
artificial appeal. The criticism of 
the copy is far stronger than that 
of the product. But if the product 
itself is not objectionable, and hence 
does not damage the purchaser, the 
only possible injury is suffered by 
competitors, who already have full 
protection through recourse to the 
Federal Trade Commission. 

It seems to ADVERTISING AGE that 
the burden of proof in behalf of 
bureaucratic control of advertising is 
definitely on the proponents of the 
measure. Unless they can define the 
particular area which should be cov- 
ered by legislation, not to meet pro- 
fessorial criticisms of advertising 
copy, but to protect the health and 
pocketbooks of the public, the adver- 
tising field should be reluctant to ac- 
cept regulation which in the end may 
prove to be so stringent as to hamper 
legitimate advertising activities. 


Mr. Ford Rescues a Slogan 


The revival of the Ford slogan 
‘famous twenty-five years ago, “Watch 
the Fords go by,” which is reported 
in this issue of ADVERTISING AcE, is 
more than an interesting bit of ad- 
vertising history. It is a suggestion 
to all advertisers to review their copy 
of former years, so that they may 
again make use of ideas which have 
proved their value. 

It is natural to feel that today’s 
advertising, like today’s products, are 
far superior to the best work of by- 
gone years, and yet this is a some- 
what too optimistic view. The good 
advertising of ten, fifteen or twenty- 
five years ago sold merchandise, and 
probably was basically as sound as 
any which could be produced today. 
Why not utilize it? 

Many mailorder houses, which 
check results. with greater care than 
the average general advertiser, re- 


peat copy over and over, using it 
each year or season with consist- 
ently good results. They never per- 
mit productive advertising to be dis- 
carded merely because it is old. One 
advertiser, who has made a fortune 
from regular use of small space, 
found by test that even changing the 
illustration which had been used for 
many years reduced the returns. So 
he went back to the old familiar pic- 
ture, which added pulling power to 
the customary copy. 

The Kroehler Mfg. Company is 
urging its retail distributors to forget 
current “depression copy” and return 
to advertising of the kind used before 
1929. The same suggestion, applied 
to advertising generally, would reveal 
a lot of mighty good copy, which 
paid its way a few years ago, and 
which would make good again if put 
to the test. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


563. A Cool Million Out of a Clean 
Cellar. 


This is an emphasis of the circu- 
lation of Grit, Williamsport, Pa., 
which makes the statement that its 
readers pay precisely $1,021,230 a 
year for the paper. “Such.a state of 
affairs is not unparalleled in the pub- 
lishing business, but it is most un- 
usual,” Grit commented. “And it 
really means something to advertis- 
ers who possess a healthy, normal 
curiosity about the kind of people 
who read their copy.” 


564. Painter’s Paint—Poster’s Paste 
—Electricity. 


This is the title of a new monthly 
paper published by R. C. Maxwell 
Company, Trenton, N. J., to keep ad- 
vertisers acquainted with latest de- 
velopments in the territory of this 


outdoor advertising company. The} 


current number discusses some of 
the changes which will be noted this 
summer by the stream of pleasure- 
seekers at Atlantic City. 


565. The Wall Street Journal. 


A front page of the financial paper 
has been reproduced as the front 
cover of this analysis. Many out- 
standing readers of the journal are 
identified in its pages, other inter- 
esting facts about the publication be- 
ing given. 


566. Relative Influence of Men and 
Women in the Purchase of 12 Com- 
modities. 


It has long been contended that 
regardless of the sex of the person 
actually making a purchase, family 
buying is influenced by two or more 
members. In this survey, Redbook 
shows the relative importance of 
men and women in the purchase of 
many specific products, such as can- 
ned goods, cereals, coffee, desserts, 
soap, automobiles, electrical devices, 
refrigerators, rugs, radios, etc. 


567. Women Who Are Buying—The 
Magazines They Read—The Ad- 
vertising Pages they Believe. 


How many women who are buying 
things today read magazines? Of the 
magazines they read, are there any 
special ones in whose advertising 
pages they repose particular confi- 
dence? This survey by Good House- 
keeping tells how 20,097 feminine 
shoppers replied to these questions. 


568. Selling the New Money Market. 


The small town market was first 
out of the depression because of the 
new Government money it received 
through farmers, according to this 
analysis by Household Magazine. 
Under the terms of the Agricultural 
Adjustment Act, it reports, over 
$800,000,000 in reduced production 
payments will be circulating in small 
towns in 1934. 


No. 511. The Eyes of the World are 
on Chicago. 


An unusually interesting brochure 
published by General Outdoor Adver- 
tising Company, pointing out that 
A Century of Progress is providing 
much additional circulation for Chi- 
cago outdoor displays this year. One 
especially valuable feature is the 
manner in which locations are 
spotted on a map of the city and 
tied up with actual photographs of 
the site. 


No. 525. Gasoline, Motor Oil and 
Grease in the Food Field and In- 
dustrial Lubrication in Food 
Plants. 

A study of the markets for these 
products in the food manufacturing 
field, the types of executives con- 
cerned with their purchase, and the 
coverage of Food Industries, by whom 
the studies are published. 


JOURNALISTIC ENTERPRISE 


—The New Yorker. 


“He's going around the world on roller skates the minute Hearst 
gives the word." 


Voice of the Advertiser 


Some Comments 
on Specialization 

To the Editor: I can heartily sub- 
scribe to most of the points made in 
your editorial, “Selecting an Adver- 
tising Agency,” but am rather in- 
clined to question the importance of 
placing a premium upon the agency’s 
knowledge of the “special problems” 
of the advertiser before the account 
is secured. 

Advertising agents who incline 
largely toward accounts in a given 
field and who lay claim to specializa- 
tion, sometimes appear to be handi- 
capped for a fresh viewpoint. There 
is at times a hint of sameness in the 
work produced, and this is as true of 
individual copywriters as of agencies. 
The man who knows “all the an- 
swers” seldom knows the right ones. 

Agencies whose accounts are large- 
ly diversified seem to me on the whole 
to do as good a job as any, and of 
course with such agencies an entry 
into a new field is a new experience. 

It is undoubtedly true that a thor- 
ough grounding in the client’s indus- 
try enables the agency executives to 
grasp the advertiser’s problems more 
readily and to get started quicker. 
But a seasoned agency group will be 
able to master unfamiliar “special 
problems” in a surprisingly short time 
and to make new and valuable con- 
tributions because of the ability to 
tackle the problems involved with 
minds unfettered by routine formu- 
las. 

Sales managers will agree that a 
good salesman recruited from another 
field often outstrips the salesman of 
long specialized experience. New 
blood increases vitality in advertis- 
ing as well as in selling. I could 
demonstrate this point convincingly 
out of personal experiénce—but that 
is another story. 

Let the advertiser not attach too 
much importance to specialized ex- 
perience in selecting an advertising 


jJagency, but let him judge his men 


by their general experience and the 
likelihood of their being able to grasp 
his special problems when all the 
facts have been made accessible to 
them. Basic intelligence and an as- 
surance of honest, unremitting en- 


deavor will be the qualities in agency |.- - 


personnel most sought for by the 
wise advertiser. 


CHARLES J. CUTAJAR, 
Advertising, New York. 
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Johnson Casts Vote 
To the Editor: You have found 
something in ADVERTISING AGE that 
fits the times. The older publica- 
tions are of necessity organized along 
certain hard and fast lines, they do 
not readily adjust to a change, and 
change is the order of the present 

day. We can’t get away from it. 


As to this question of regulating |. 


advertising, there is no question 


about the need, but I am utterly op- 
posed to the Tugwell bill. As I see 
it, the Tugwell bill will give super- 
vision of advertising by people who 
do not know what advertising is. 
They will apply strict rules in some 
spots and be lenient in others. The 
idea of bulk supervision has never 
worked out. No use making rules 
that cannot be enforced or which are 
enforced by those who want to be 
law abiding and permitted to those 
who are willing to be outlaws. 

I admit that advertising is to a 
great extent absurd and ineffective. 
There are outstanding examples 
where companies supervising their 
own advertising are builders of 
industry, the shapers of public opin- 
ion, and are more helpful in keeping 
the government going than many 
government branches themselves. It 
would be miscarriage of justice and 
altogether impractical to undertake 
the government censoring of adver- 
tising. 

There are plenty of foolish adver- 
tisements, but they are the result of 
foolish times when business was not 
hard to get. Now that business is 
hard to get, these foolish illustra- 
tions and wise-cracks are gradually 
disappearing to be replaced by sens- 
ible appeals. 

H. H. JOHNSON, 

The M. M. Johnson Company, 

Clay Center, Nebr. 
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Protests Exaggeration 


in Advertising Copy 

To the Editor: I rise to protest 
against the all too general habit of 
advertisers of estimating their cus- 
tomers in astronomical figures. 
Without an honest thought for the 
possibilities, to say nothing of the 
probabilities, they toss out claims 
that could only have been inspired 
by the story of Arcturus and the 
Chicago “Century of Progress” show. 

I quote a flagrant example. Pabst 
Blue Ribbon Beer, in an advertise- 
ment in the Feb. 3 issue of The New 
Yorker, commits this absurdity: 

“Tonight, in millions of smart 
homes throughout America, Pabst 
lends its gleaming amber charm 

op CC; 

There are some 20,000,000 homes 
in America. By no stretch of the 
imagination could more than 5 per 
cent of them be called “smart.” And 
Pabst opulently assumes that in any 
given evening, not just this skimpy 
1,000,000, but several, are every one 
serving Pabst. Boy, what a monop- 
oly, what a saturation of a market, 
what hooey! 

T. Harry Thompson, of N. W. Ayer, 
bitingly exposes this sort of thing, 
every once in a while, in his witty 
articles—and I am holding up his 
crusading arm whenever I can. — 

J. ALLAN Hovey, 
Stewart, Hanford & Frohman, 
Inc., Rochester, N. Y. 
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ADVERTISING 


in 1933 The Chicago Daily News led all newspapers of the 
United States in the total volume of grocery advertising carried. 
This includes newspapers which publish seven days a week. 


For more than seventeen years The Daily News has published 
more grocery advertising than any other Chicago daily news- 
paper—and for more than thirty-two years . . =; as far 


back as the records go . . . The Daily News has led all Chi- 
cago daily newspapers in the total of all advertising carried. 


TOTAL GROCERY ADVERTISING IN CHICAGO 
NEWSPAPERS, YEAR 1933 


NL ne Seer 1,865,365 
no oe ae 934,171 
8 |. ne a 625,263 
ae ee 335,122 
DAILY HERALD-EXAMINER.... 2. 210,417 
SUNDAY HERALD-EXAMINER... 0. 309,062 
DAILY TIMES............... asset ide aes 328,393 
DAT TOMS ..............:-.....-. coe i. 19,432 


Authority—Media Records Inc. 


THE CHICAGO DAILY NEWS 


CHICAGO'S LARGEST DAILY HOME CIRCULATION* 
* The Findings of Chicago’s First Home Circulation Survey 
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Outdoor Art 
Wins Friends 


In Baltimore 


Baltimore, Md., Feb. 23.—Cleverly 
promoted, the exhibition of Ameri- 
can poster art held here under the 
auspices of Hutzler Brothers Com- 
pany, leading department store, and 
the Morton Outdoor Advertising 
Company, attracted more than 800 per- 
sons daily. The exhibit produced 
many human-interest incidents. 

Both outdoor advertising and daily 
newspaper copy were employed to 
stimulate interest. The Maryland In- 
stitute and the Advertising Club of 
Baltimore, co-sponsors of the show, 
staged elaborate direct mail cam- 
paigns to the same end. 

The handling of the exhibits in- 
spired comment. In many instances, 
the price reported to have been re- 
ceived by the artist was indicated on 
his work, budding Michael Angelos 
gasping at some of the figures. 

Some of the license indulged in by 
the creators of outdoor art also was 
pointed out. The famous “Spring 
Again” poster of Pontiac was an ex- 
ample. In this painting the female 
bird was doing the singing. In real 


life, it was explained, the male does 


WINNING POSTERS GLORIFIED 


Paims surrounded famous posters at Baltimore show. 


the caroling, and General Motors Cor- 
poration received a large number of 
letters calling attention.to this in- 
congruity. 

Many young local artists presented 
their own revised versions of some 
of the outstanding pieces on display. 


Henninger to Chicago 

F. R. Henninger has been trans- 
ferred to the Chicago branch by 
Sears, Roebuck & Co., Los Angeles. 


L. M. Hermance Dies 


Louis M. Hermance, photo-engraver 
and former head of an advertising 
agency in Poughkeepsie, N. Y., died 
at his home in Ulster Park, N. Y. 
a 14. Mr. Hermance was 60 years 
old. 


With McCann-Erickson 


H. C. Sattley has joined the Chi- 
cago staff of McCann-Erickson, Inc., 
as a copywriter. 
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CHARLES THOMSON 


Producing results for its advertisers is far more important to The Indian- 
apolis News (and its advertisers) than reproducing figures showing linage 
records. However, in view of the letter reproduced here, it is interest- 
ing to note that in 1933, The News carried 7! per cent of all national 
cigar advertising in Indianapolis, or 38,802 lines more than the other 
two Indianapolis newspapers combined . . . . and 5 of the 7 national 
cigar accounts advertising in Indianapolis used The News exclusively! 


If you have a good product and want to sell it profitably and econom- 
ically in the Indianapolis Radius—use The News exclusively. 


THE INDIANAPOLIS NEWS 


SELLS THE INDIANAPOLIS RADIUS 
New York: Dan A. Carroll Chicago: J. E. Lutz 


110 East 42nd Street 180 N. Michigan Avenue 


WOULD ADD TAX 
FOR ADVERTISING 
TO LUMBER CODE 


Formal Application Is Made 
to NRA 


Washington, D. C., Feb. 23——-NRA 
has been presented with a knotty new 
problem, which will be of intense in- 
terest to advertising men, by the 
lumber industry, which seeks an 
amendment to its code placing a tax 
of 5 cents per 1,000 feet on lumber. 
This revenue would be used for co- 
operative advertising by the industry. 


About $2,000,600 a year would be real-|_. 


ized from such an assessment in nor- 
mal times. 

The code of fair competition for 
the lumber industry was one of the 
first to be submitted. It was ap- 
proved by President Roosevelt on 
August 19, 1933. The code has 
worked well in actual practice, and 
as many marketing experts predicted, 
gave the industry a homogeneity 
never before attained. 

The industry has been driven to 
the conclusion that lumber needs to 
make a fight for a larger part of the 
consumer’s dollar. Under the code, 
response to solicitations for an adver- 
tising fund, it is believed, would have 
been heartier than ever before. How- 
ever, there are always a few who are 
willing to “ride in the other fellow’s 
wagon,” as one lumberman put it, 


tions should be made obligatory, if 
possible. 


Work Through Code 


The possibility of making the as- 
sessment mandatory through the code 
was discussed, and an amendment to 
this effect was developed and sub- 
mitted to Washington. 

While the Administration might 
consider such a precedent dangerous, 
this feeling is tempered by sympa- 
thy with the plight of the capital 
goods industry, which has failed to 
recover as rapidly as many others. 
President Roosevelt is anxious to give 
impetus to buying of durable goods 
and is said to believe, with many 
others, that a revival in the construc- 
tion industry might well prove to be 
the very force which would break 
the jam. 

On the other hand, if the lumber 
industry is given authority to assess 
an unwilling minority for advertising 
funds, other industries will undoubt- 
edly follow its lead with great en- 
thusiasm. 

These are some of the considera- 
tions which are giving the NRA 
something to ponder over. However, 
the most recent hint which trickled 
from its quarters was that advan- 
tages of the plan are believed to out- 
weigh possible drawbacks. An offi- 
cial ruling is expected in the near 
future. 


To Advertise Hats 


Frank H. Lee Company. New York, 
hats, has placed its advertising with 
Bermingham, Castleman & Pierce, 
Inc., New York. Alfred G. Keeshan, 
general sales and advertising man- 
ager, said a comprehensive advertis- 
ing campaign to make Lee hats 
known by name throughout the coun 
try will be waged. 


Schools Name Blaker 


Shore Road Academy and Berke- 
ley Institute, both of Brooklyn, have 
appointed Blaker Advertising Agency, 
New York. George P. Butterly, Jr., 
is the account executive. Newspapers 
will be used. 


Safe Driving Campaign 

The Iowa State Motor Vehicle de- 
partment is using space of two col- 
umns, four inches in newspapers in a 
“Safe Driving Hint” campaign. 


Jewel Absorbs Unit 


Jewel Tea Company, Inc., has 
merged its wholly owned subsidiary, 
Jewel Food Stores, Inc., with the par- 
ent company. 


and leaders decided that contribu- |. 
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HEAT UNITS 
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WILLIAMS 


Power-Full 
COAL 


It takes Heat Units to gain « 
reputation like this! 


How Nashville Coal Company 
makes its point in newspapers. 


Broadcasting 
Legislation 
To Be Pushed 


Washington, D. C., Feb. 23.—Acting 
under orders from the White House, 
radio leaders in Congress declare that 
they will do their utmost to crowd 
through at this session a bill creating 
a Federal Commission on Communi- 
cations which automatically will abol- 
ish the Federal Radio Commission. 

So anxious is the Administration 
to have the new regulator agency set 
up that all controversional elements 
will be avoided in the planned leg- 
islation. The new commission would 
be created through combining the 
present radio law with portions of 
the interstate commerce act having 
to do with the regulation of wire, 
cables, and radio communication. In 
effect, it will be patterned after the 
I. C. C., and would be free to rec- 
ommend changes in the law affecting 
all phases of radio and wire com- 
munication, including broadcasting. 

Indications are that the new com- 
mission will be composed of seven 
members, as against five on the pres- 
ent radio agency. 

The Interdepartmental Committee 
which recently reported on the sub- 
ject gave attention to proposals to 
give the commission power to regu- 
late advertising content of programs. 
This is one of the leading broadcast- 
ing issues. Another concerned regu- 
lation of advertising rates charged 
by stations for sale of time. 

A third asked for repeal of the 
Davis amendment providing for an 
equitable distribution of broadcast- 
ing facilities among states and 
zones. Other proposed changes dealt 
with such items as new authority to 
suspend licenses of wayward ssta- 
tions; banning of lottery advertising 
over the air, and prohibition of 
American studios for foreign stations. 


Dr. Scholl Back Home 


Dr. Wm. M. Scholl, president of the 
Scholl Mfg. Company, Inc., has re- 
turned from Europe, where he at- 
tended the Scholl International Con- 
vention in London. Scholl organiza- 
tion managers, dealers and distribu- 
tors from every European country as 
well as Egypt and Palestine were 
present. 


First “Cook County 
Legionnaire”’ Out 
Cook County Legionnaire has made 
its debut in Chicago as a monthly. 
While edited by Legionnaires, the 
paper is published by the Association 
of Servicemen’s Stores, 431 S. Dear- 
born St., with which the organiza- 


tion has made a tie-up. 
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A GARDEN SPorT/ 


1933 Yields of Staple Crops In 
WASHINGTON, IDAHO anp OREGON 
From 56.G~% to 241.7% Higher than U.S. Average 


* 
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FRUIT AND DAIRY RANCH IN 
||__FRUIT FARMS HOOD RIVER VALLEY, ORE. | 


COOS RIVER VALLEY 


ee oma 


The figures below provide a guide for advertisers who are spotting markets 
where buying power is high. 


1933 YIELDS OF IMPORTANT CROPS‘ BELOW--TRANSPORT- 
United States Washington, Greater Yield in IN G APPL ES FR O M 
Average Idaho, Oregon | Pacific Northwest ORCHARD TO PACK- 
7 Se eee 1.13 Tons 1.77 Tons 56.6 % ING HOUSE IN THE 
Wemeee, wer Gere... .............- 11.1 Bu. 20.2 Bu. 81.98% 
Potatoes, per MN #20 c ete. ole ey _ = _- be ‘e . YAKIMA VALLEY, 
meren. er Oere....--.-.......-- . u. . u. 8 
a... 19.8 Bu. 41.2 Bu. 108.1 &; WASHINGTON 
Apples, per tree____._.-.-____.- 1.2 Bu. 4.1 Bu. 241.7 % 
(Based on Trees 1930 Census) 


*Dec. 1933 Crops and Markets, U. S. Dept. of Agriculture. 


Good yields and higher prices in 1933 doubled the spendable farm income of Wash- 
ington, Idaho, and Oregon farmers over the previous year. Even in 1932 the cash income 
of these favored Pacific Northwest farmers was 60% higher than the nation’s farm aver- 
age. The value of their 1933 field and orchard crops, dairy, poultry, and livestock prod- 


THE WAY 
‘OATS GROW 
IN PACIFIC 
NORTHWEST 


ucts will exceed $278,000,000, while in addition the government is paying these favored 
agriculturists $11,400,000 cash money for acreage reduction. None of this money is 
LOANED—none of it shall be repaid. Truly, the Pacific Northwest is a “Garden Spot” 
for the farmer and fruit grower as well as for the advertiser who is cultivating sales. 


The one economical and effective means of covering the farms of this favored area 
is through The Washington Farmer, The Idaho Farmer, and The Oregon Farmer. By de- 
voting themselves to the multitude of home-state problems and interests of the farmers 
in their own states alone, these old, established farm papers have built up a net-paid 
A. B. C. circulation of more than 100,000 reaching 7 out of every 10 farms of ten acres 
or over in size in their states. 
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A TYPICAL HAY RANCH IN THE 


SOME OF THE NATION’S FINEST CHEESE COMES 


PACIFIC NORTHWEST 


FROM DISTRICTS LIKE THIS 


: 


COVER THIS FAVORED FIELD WITH ONE ORDER, ONE RATE, ONE MEDIUM 


PACIFIC NORTHWEST FARM TRIO 


The Washington Farmer The Idaho Farmer The Oregon Farmer 


GENERAL OFFICES: SPOKANE, WASH. STATE OFFICES: SEATTLE, PORTLAND, BOISE 
ADVERTISING REPRESENTATIVES: ASSOCIATED FARM PAPERS: NEW YORK, CHICAGO, SAN FRANCISCO 


| Ve” eo a ae ee H) “See ee SO ee ee 
a ee Oe a a Ve Wee ee - & a eee eS ae he rs. | Sn re Mai 7 BE ey, SP ae en 2 he c , re 
un a - nw we Ye ee Re ee ee Pk Ma A Gate Ne hah ieee Hye te Sem as” x i ry 7 gee E ‘ “gf at 7 
RP Rn eee Ta a ee er em MN ct he RT camnma nouns) ME tomes 5 eee Coe a ae Se eee owe ie te ee iF 8 Se ss Mats sks Sh tae ; per emg © 7 eee : SRC eee Pe Po ees 
mas og ae REC ie Corti; 2 eee ee eeeens Sas ce ed: Pie : A 2 ; Pen er Nee ee aE a aoe ee ON ie ES ieee Rebs erties ON ga a ok 
i OO er ae ee Rear ee woes Re. ee. wae : | BOUT ote talc Poy SO F+) F nay Gare t Ge (gh gm atric Soot > gi ae Pg OE Rene > meee aie 
SF hag oa ses ‘ SLE Oa eS % % a ah Pea Yin OY EN : ce pi Ge Fl ap co eae pierre emi derr t.. oa ty 4 eG? sores ih ENG etary ere c “ee * a 5 Sees GP ed; 
if , ig Me te'¥ Mra arabe te eT z pie ~ ect 2 < Asa ay 8, - alte ges See ati wi ay ie hes t a ae’ Viet A aN ae oe Be es Ms a a ra Bingen. 5 : * ey a ths e Pree sta 
ie Mare om fh is 3 PP Sa fen Vee PE eee a . Pole" eee Woh Pi ee ce ee ethan ye a ee merce As iste se = 7 .  Sbae m4 " a aN ee wie Ser aa wg “ Sea te. 8 veh ge ieee Pat 
W a8 : 9 
ee 7 : er ae 
eerie ; 
ruses 
—SNnasS=@aeaeasqwnwwoanaaq—wuaNnuqq ww) —————————————_—_—_— ee 
—————— < oe ae 
q ee re ae 
| tf at ae 
oh oe. 
| E Lae ie eg 
Be ee 
2ea om 
| isis teriet 
| q : 
| en 
| bi +f vn 
: 
| peat ea: 
| ee ae 
Spero 
| | oe 
| : Cee 
| Be 
jek ce 
ye 
| ~ | 
mh Fg ERE MR ia ig Ee ee ee j Tk aaa aed Le 4 
} Ra SSE 3 ie ie ee Sila Te eee ee ee SMR ee Ra igh 5 keer ae Pay <i By cs i 4 ad “ ‘ P . 
Oe SS cet - hes a wa OE I i leg eee ‘ Cream >” aera ' 
ee ee , ge ee AD I ap Sia eee a Miele be , 
ge oo EE pti” Be % et a, ee Mn ge Ke . Pi , f 
| eRe eh ne ie aa ? ee eS ORG tee : eee x ‘ : 
| pi Bera ee ea ee a ee. Pak ee Rape te 5 s le ees _ oo eS : 
pect Gi h eee nas LN ats ae i, ee i eee i ey Ci eR CO Re, ‘ : Rea ae + mee « ey, aa 
Ee ee es Me a ie eae Sie es ios gi J a. Cpe a 1. ps oe A | : 
see Gs Sole eee Bt eS , 5 “« ye re ae é Sere ee 2 oo Go ea: ms * ee . — snipes Sakae y, : 
a age ae ee : = _ a > a 3 ee we ae 
ing a Pa ke _ Sg oo , Pog. ' te A oe eae eee Pee er Se, ns 
: ~ NO. Se > ee a ee in Ne + i OS Se ae ee a er 
' ' ie 4 Fa ~ i gt &- @ * a et ed i nig a ak : i r ry : oi eee aus ih eae oe ed ; Stasdhees = Rte 20 i e it ee 
a Re 7. ' ~ os: a... ae Se ee er om 
faites ee FO - Be Benet ai ere i es a a “—a) * ’ b= J... eo ee Be ae } ins id cele. 
ee es ee es Ca mee fe ee a. sii. : Gok | pies os 
eae eer, Cee Eee MeN mM. | Ah oF ASE Pics ats. halt ae eee ee a nr Satie re — Lee Gea 
Rn Tie oy ei On age { eee a pectic: Se eR i en. | pn PIE ADL LAN ee. EO hs ry, Cet ae 
' eae = EOI geen eek eRe - eee ae ee oi pee : ee ates Aa a hice a. 3, 5 ae ag Yee 
es eee ee en = ee ae ee = - yy Re ate | — 
en. sctlanipig ee) te eed —_ —./f  — = | Bac, 
eI ito gunn nei eeu aga ae. — le I ne. pees 
i a < ig oe ae my : t ra os, ee ee a i, Waid gear . , ag he - he a A ioe bas i a y , 4 ig i zi fm x ae . - £ “ es j = a 
= tig ir oe am ee a is ia os ‘ e - are tes colette: 8 ihm ae 4 FS ae big i” aa a & 4 ¥ - 4 ie he / | : . 
Bh, a a ede - delta. 'ntcllaigee $-Scibtapin od Se aadgapecek AUER cia to Fens Fe ete ae Oe ER 5 . ieee. # ae a eae ee <2 ia : 

Pe ge RS a eC ees. ane ces ERR RG Bo i Seca 2 pe ie gota ene ke a, + ak tee ela * iio - ri 
Sr es pivots sa as “¥ sR oes an a a arnt RRR Ny ea ire SR pees A ee ? » | eee C - Pa eee © ee ot agers - BE nt ee ig te on” 
gsigreee. x mimeeisieih ! oe a sis oe ee, SS Le pies SR I ee eee te a ” eee es 2. ; chad : x Sis : ie A ee 

Pie Fe aig eevee cao <j 2 ere th. aot ty Od) 5s ee eee ee Revere a : Pea ba: ™ eo a oe oe * ihe vet j : ‘eae 
PUP est LS, or Re eR, wre aa dN ee er Meh tare eet tt eee oer on Seer x5) : ST , ek, ee a i ee 

Rees pics matetineidl GP ST ee eye Ba cere gt en ey eee Rees OS et ‘tag iam ee ae ees — de : ~ ; ges 

Se cs ROR eS. = ean re z th Ss tee eed ge Mate, “4t ee “4 . Se Gin iia ‘ t; ram SO pap acd — gece” > * BS 
if fe BO Be SE Dea. > ier vie ae ee ie Oe ROIS Resa Ss (ore Re Se ae eed ge ves gf Oe iy oe "Toes el . a ae ‘tip ee Ra "Ss 
PRs 0: ES ght a ee ene eames ss qual We rk: Te 2 ae ae : ta. 7 
ST Bs ee ee ee Oe es ne sin a, ie RI a ii i” nage”. oe Pie Se t/. * “eae ay : . : 
RE ice et i a eee _ =. ne (Rc... wir” ii . *) 

NP ters papey Ae Fe a Soca ea Sey a i SEP Se, TEE yt hig ate tee ee Ae ah ne ayer o> o Seger s, ee oe oA ee, Pea Se, Ege Oo) wan ee iy ; 
at TE pan. Hie ES ae eee rere fe Ee ai ps uae 2 unde, So | aS eee ae lie Big oe Se; a * ta a eee ee ie es ’ ‘ b 

‘og ret Pd Sit es ate ~< ae th aie m prc # ake * Megat ee re as aks nek ska eansraaa Pp oe zy ota a a “ we Ex a = oy 1 ls RN : ii - A td 5 a 6) . 

E e — auf 2 a ag i" a ae oe Slates Sy = Sy Geet th cata 7 aa cae. 2 < iy See mi ee ok Mia eh ” . 
ec Ca tighier: oo ae eee Ree Yo OE een pa (Ae) Sag aes vit ng 1 ce eee foseg”™: an oY aha ae : " oN‘ 
’ Yas ee gee SC eee te . Seon SS. ee one _ ut gsi cae aaa ee — " on meoeenititediitateaian , meds y - o* i] -. 0 Bega 
= a er lite he Se, OMI ig Sia iy ae ~ slut nile ete 5 ; ee oe 
a ET  _ 2 *) ae ae i _ vy OTT iy 
7 : ae ee , : +o a J ey, 
ts = . * , i i ee 

sini PE § ‘ ee. dhe tes 

; pet ~,\ i KD Py. 

. —— a Pon _ ee i aoe We * j 
— LF; wr: ! cs > $ am 
/ ii, ¢ aye ss < % + Oki rv hore 
- . ine: aw be? te. a 
Meo sy PS 13 as c 4a * 4 
” ~ As. ace ‘ See -* ’ 
So Ng fh AY 
at (Aes ~ 7 ~ Se ee a ~- a (a 
‘ = heh FS aay a Nea Bee Oo i ee ee 
“\* a page) coy ue Te aR tk. pak Rr nee 
Pe i CPE ac ee ae we ee oe : ; Oi 
45 ae f Po BET at ee Pens s daa yo Oh tans Ae 
Pee Sk ee .) Co Pe he ke ira 
at ed . i eee <8 ee eee : - 
a tan & “ Laas Ay " i ie ae ts ig “* kee ee 
WR gh) ate fs oe tt REGS TROIS eas CF Bee 
tee eg 4 et My, +e 7 ® ea ee rs er & 
- > * oe a co nT i 7 # . 
y a MAR Oke 
5 an Pee ae 3 a’ ~ fq’ 7 - aie tld 
ce we BA ag OO 
’ e fhe . 
: | re 
oat a gyi 
— Qe OR VQ 7 * em 
. oe ‘és er Se) ] 
¥ \; ? : i ee } 
Ce 1 48 S sete E 
4% ty “2% : 
7 Lg 7 ‘ ; Bs 
? ree ’ . “e% 
‘ ae Wil 5, cu CE 
ao? 2 eg ee ee oe Pl SS ip 
; FP aaa ime © ae Kee 4 * Rees 
rae ; Le a ee cegh, i 7 ay alain al 
— sn = ee area eeeieniaes | } Le ‘net. ~ NE IA ae we : 
eee i Qe bi i ; 
r ; \ ‘ 4 Rite 4 SP ee - ae | 
TY wae we | | 
, be oe ee a kn ih ni wg 2 ee 4) 
ig = VRS AOE ca ale ae saa eae 
Je is | ae +e a ey eee ges Tm 
3 * t “ : ~ aaah ‘ stagnant 
pee si - Ld a “ . Sb ene egy 
Z etm * fe 7s ib ee 
jm ~~ oe i. * o> 0 . an mS err eo 
, es ee ~__ aa fe . s 4 } : 
$ Fak in yt a ? - sii TAS i, ; 
a easy = ee . "4 Cee ; ee est 
£ 43 : : pes aa f= da a oes ee 
Ma Pu |, eae aes | oi  . : ¢ : ee on ee ae 
ee ag ee eT . ra) «i ek, eae 
: ae Meee eS eae Ys : ar Re ste 
j fee eats lee a A at -” ae a Mec e fee 
“ose alae oi ees pee |, tes vee ee 
x - is alee sacs ak be af = re aes ey ‘ ¥ a ee =o ae Se, 
&, Mone tvs a Mig mee ek a eg : es tote ies eS bei cana 
# oe ee a gee See Nr We ern” Se fae ae aa . 
a 5 3 ‘ gi : ee z ... fr 
= : eo. ‘ ae ee: eo Te 
a i ee eae ay os . . a wee = ey A 
ag a eae ee ibaa nm = se ios a ‘ "hate ? 7 4 r i , 
ee ee |e 2 : sie F oe P 4 j Spe 
a) | a 
dj ‘oe 
ae Bie: ae 4 ; _ SS 
; ogee a a ; shee ; 
” = c a Lone ’ ~ * en En ries 
Neva ie ne ae a \ — — ae 
; pe R tan ae . oe 
i 7 eh Ve ait By, (Ts 
3 8 ‘ 7. as Sa ie hs. GOs. S 
pm PE ee 4 ss Massa dha : s, a Fates : a ’ an pe 
Ee Bs ee S Be Gg i iis ‘ “ib ji Ps 4 4 x a ; el ‘ Psy hy * 
“ i ig Ue . ~ bi 2 : * > Py Ke is 
S : Hi ‘: aN is sale 3 vas - a 
siete ; hes ae ¢ 2 . 7 te P ‘ ¢ . 4, res “ Fee Poe es : 

, iy Be ak | ii baa ee e oe ? 7 hae ane ‘ ik aul oi a Ra : : mes 
a? m ee ee o% le pe gaa a... Pg al aoa = om cae - De es peter es ~ . Tae 
=] ee eee. Rigs teal te er ~~" 1 cee : Oe aaa eam a é an 

ett ns a ‘all , : v os Me i oA on ‘or pr Ma? er " “4 ‘ . see ene hy <a % tm. x > = ; = j 
rs : a eer age a ’ . a i ae eS eS oe Ee ee ee .. # & = ee 
page cae at ra ee oy ; e "Dial . sieaeiiall ° ie Corgan rae <: ent hea B.A; i! § é mn 4 oat et Me 
e Ne ee Pe i ah pe EN ae , ae 35 Pee tS - ad pee mes ec rs eae ed “ tans a: vase P oe 
es en ee EN iho iy “tgs me iz. Pe ake * 4 ‘ tage BP godt RES eS Os sor NIRA: Sela ees er > Dg ae estat eS Sig 

par c Sela f eg ee ee aaa Wh one, ire ME al as tigi OS yf eat ] he OR mae SS 2s ai Oe =i ‘ ; 

iat ete. A ae are ot eee By eG ” ee S68 — ah ens vic ae Pie f VE e netic a Te ei Wgepay oo ay wba ia ‘ i S 

SS — i ee em Oe Ge NA BEF ‘wight Safe cone ae et ot ieee: ie ann) we eae 

seaport Poe at ed ae * itd 2 Ps, 4 Bs ge he = ‘g Bi Si ie Mims: é a ‘+ a, ee, * we Be 7 é = 

ee & i, ae ae Bak Ya 1 Sp a ys Rg bay WE. as ye sy Sa oad ean te “ E a4 

OO DS Ce Bees ig gg RE Sn era B 3 2 AER z 4 BN fe Bn TE ea ie ag io” a ye “yt TA sl gr ¢ 

Mente Fe een, Be Sunes: EP APT EN ie : GR ee os - : 

toe MR EE ee” 4 OS RS 3. 2 ee o> ae Seah a * - e : ar ERS ee SS.) eS 

Sia Die ve Tae. comune see Og ‘ ria: ee ge oe ea : 0% : : : ae ‘ : Ne : oR 

a dee oes: EE Ge 1c OY u¥! Owe BY og re pi “a x ig ahs. : 4 : — —— % a 

later ten. re ete + 6¥Al vA BF a RY a ears. ‘ sn oy POT x _ ~ =. gee SS aa ; 
oe EB mage Ee Eh 1 do ONG Ge RS Sa ee eee Se en ee ek 
tert DON, siete ages ees ee! Fg Fe im) bf te ON ER a » i i eh ed Maen ae eis 5: 2 lane 1.) oe ees kes wey. 
aire. Sint \ an. {247 7 wa 7 es 4 : Dial Z ae as, ee ea Be ese on ee pee - : ~~ Ae Say te : 

aes fet Rhy ges , Re neti’ ; ae i i i. & ge, oe 4 A i I eS og Qs el ee tn, ee re tye? ono : er ees args Se ae 
ik ae ates im i, loa . Df nak fr i PIMEER Sates a 7 eo MOE ser, PRT er ac ae : ee? us ay : ) a Se gag eae 
NR eg ees es! ae : Lk aaa ke a, Fea ae ie « - > ae  gaemaciae “5 - - ~ tt! me Fe RL i Re” 
Rect eee teas ae Wek a eee. A ne: Ms oF mse: ee ee Ce eS < mn eer teak ¢ beta gi Bor rates en 
cSt. hia nee NCE CIN ce RI ty, Sie: a ia fe ee A depen ey 
Toate +7 ~ i. ig alae? - . GS “ep Ra ag Sn “Pi OOM ee Og — ek ee 3 
Be ees Ba Sea’. ans, oe A, Se ia oe ee) ot eer ea eee ae Ber ee a . Bic) me ) 7 
ee ES a ay eee = * Bes 4 OS TR: ates: at Se EP 3 int, by psgeleliaee A Pag: ’ at : : 5 is = ee. 
tan te Si ag i> la we Rie PO fhe cine te a Wa eee _ ; 3 : bes Fie ah a hie ‘ 
ng, oe Fig - 7 ran 2 A » & oie ic ate : Y ss e. De oo Lee, Pee 2 = & ee ta i Pps 
: eee x a ae af En bt . 9 are a he “b ‘ere ec te Tee i an ce & 7 Aa chalet th _  \ pe s 
ie FE he & oe pags RO et oe oink NGI BRR 7 eee ee ae :. fart a: a. i { ar oe 
eee, eT eee Ben. KP one, a car >} Pes OR. aS Z ze (Sakae Aen & mer = 7 StF > P 

re Lif ia ety ee aan <a) Ie tia ry 7 : 7) eF > ‘ , a ri Ny St aS ~ ¢ . 

rE AM i Ne Bae ee : aX oP , he, Oey aie ap . ; ‘ 

Pere. Ake. FES ESTA : f : ‘ a” ae he x “- : 

ae ; 3 ~ 
oe 3 
— CyX A) Qe. 
ee =o : 
A / 
» 
| | | | 
| i . oe 
j eae AG 
p | | eee 
} i ote fe a ey ts: 
| Ge 2 a Pe, 
, WRN 
ae —_—$—S——$—$—$—$—$—$—$—$$ SSS SSSSSSSSSSSESnSesssnssanssnsnnensnnneneneennnne reser TSS 
ee NRE NE ACRES BE Det: Oe 
er on eles wees aa 
Malem ee ¥ 
i : ETAT ES 
5 es J 5 ; é : POS SA OCS dl, & Se MATES WOR a Gat ie EO BE ES Se Tee aa 
gee Bite cae < Retin ay Oe Be a ON ee ee aa Li Sua IAER pre ee aimee Ht As cama eC AY ae Ee PRONG young Pala ae ie tl ith + teen 3, rebar Ree ot agineey. Sasa e te To < aoe Ped ih se ge os Fates: a 
PORES OE fe ee eee AU iE ae AE een oe Ae Ee Ng) Pp mn: Sts Beem g® Ren ae ees tS IS Sy Ge RETR ara fet al a ae Mi ees Cai 0” BER Re leery ng gue ie ORNS ey Pah “i dea eR Sera er eo bern Os rpeiaa ti eat Ger ere mete, oy fae Ga re eae 
seks Sea Par ere mie acme ae oe oo Piet £3 wae, df Pak ee re ey PRU te! Sines kao hare cere na Era seems ye Coates aod is ge SMO eR Wate Wal PNT. Ae ee ital AS Rm aay pe Rot ae tee Pe ee Eee Shae 
EGE ee Cnt nit ere R nA Meee ar aren rome: aes Rey Sug hose Sere writen egies: Re et cathe oS ema iG gO) eh elas Sit iais URRCe p ua he sistem eA Mees ta 1 PaAS a Agr ei 
Gs ASE Re caer. oe a er trad pe nee ee curt ye ze ee weet seh ga ne he ASTTP Goat es eto i Nh A ae, = FE ah a NG i nin hae ee te ’. a eS < = 


ry eh peeeamea el “a. Oe ee ae 
OM, OR ec ‘= 
oa tg toy 


ADVERTISING AGE 


February 24, 1934 


Use Business 
Reply Cards 
In Magazines 


New York, Feb. 23.—Use of both 
the third and fourth covers in maga- 
zines, providing a business reply post- 
eard which is complete with front 
and back sides, and which can be 
clipped out and mailed without cost, 
cuts the cost of inquiries by more 
than half, The Literary Guild of 
America has discovered. 

Always partial to cover positions, 
the Guild frequently purchased back 
covers of magazines until about a 
year ago, when it was decided to test 
the idea of the return postcard which 
went through the sheet. 

Use of this plan necessitated pur- 
chase of the third as well as the back 
cover, but coupon results from the 
complete postcard have increased 
more than enough to justify the use 
of both cover positions. 

On one or two occasions the Guild 
tested the use of only enough space 
on the third cover to take care of 
the postcard, but has found it more 
satisfactory to purchase the entire 
third cover, utilizing the space not 


required for the back of the postcard 
for selling copy. 

Only one complication has thus far 
been encountered, that being the post 
office requirement that mailing cards 
must be printed on stock of at least 
100 pounds basic weight. As a con- 
sequence, the Guild cannot use the 
return postcard copy in any publica- 
tion whose cover is lighter than this. 


Norge Survey 
Indicates Rosy 


1934 Prospects 


’ Detroit, Mich., Feb. 23.—According 
to a recent survey among 23,322 con- 
sumers and 1,481 dealers in 339 cities 
of 47 states by the Norge Corpora- 
tion, 32.2 per cent of present non- 
owners hope to buy an electric re 
frigerator in 1934. 

The Norge Corporation therefore 
has materially increased its 1934 ad- 
vertising appropriation and will use 
full pages in the Saturday Evening 
Post and Good Housekeeping, a com- 
pany-sponsored national newspaper 
campaign, an expanded national 
trade magazine schedule, a key city 
and distributor-dealer cooperative 


newspaper campaign, billboards and 
radio. 

It plans four seasonal promotion 
programs for spring, summer, fall 
and winter, in each of which all ele- 
ments of advertising, sales contests, 
training, store promotion, outside 
selling activity, direct mail and con- 
sumer literature are closely co- 
ordinated. The Cramer-Krasselt 
Company, Milwaukee, handles the ad- 
vertising. 

Norge attention has been focused 
on the interior of the food compart- 
ment in developing 1934 line. “The 
economy of luxury” is the title of 
Norge’s attractive new 1934 catalog 
featuring a Scotchman pointing out 
desirable features of the new models. 


Women to Hear Sculptor 


Nat Smolin, well known sculptor, 
will be the speaker at the luncheon 
of Advertising Women of New York, 
at the Fraternity Clubs Bldg., Feb. 
27. Among the guests at the lunch- 
eon will be Prince Matchabelli and 
Mme. Sylvia of Hollywood. 


Ad Club on Air 


Programs of the Advertising Club 
of Los Angeles are again peing 
broadcast by station KFWB. The 
club has started a membership drive, 
offering valuable prizes to those 
bringing most new members. 
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SIGNS — 


to Identify 
Stores | 
that Protect 
Foods with 
FRIGIDAIRE 


Frigidaire chose Meyercord Signs. Reasons: They stay on 


dealers’ windows for years . 
color . 


. . they combine dignity with 
. . they are economical, probably the most econom- 


Getting Personal 


Mas. Reep LANbISs, who has been active in the advertising agency 
field in Chicago for a number of years, has been awarded the D.S.C. for 
his work as an aviator in the world war. . . R. C. MAXWELL, who op- 
erates those big electric spectaculars on the board-walk at Atlantic City. 
is spending a few weeks at Palm Beach.. . 


Base Meics, generalissimo of the Chicago Evening American, 
piloted a big Bellanca to Florida last week-end with a party of friends. 


Homer BUCKLEY, the direct-mail magnate, left for Florida a few 
days ago, but prosaically took a train. . . 


A. D. Lasker, of Lord & Thomas, who is in Miami, told the news- 
paper boys that Sreve HANNAGAN, the famous press agent, is now with 
L. & T. That was news a year ago, but the correspondents gave it an- 
other play. . . 


CHARLES RAYMOND, who used to be Chicago resident partner of J. 
Walter Thompson, is now president of a bank in Hinsdale, Ill. He is 
thinking of writing a book on the early days of advertising, and it would 
be well worth reading. . . 


FRANK E. Quinn, advertising manager of Philco, has gone to Cuba 
to arrange for a trade convention to be held there in May. He planned 
to fly from Miami to Havana and Nassau in company with T. A. 
O’LouGHLIN, Philco’s general manager. . . 


Ep Kopak, who resigned as vice-president of McGraw-Hill last 
week, decided to postpone some speaking engagements in the Middle 
West, and has started for the old home town in Georgia. He’ll also 
trek to Miami before returning to Jackson Heights. . . 


The famous MINNIE Hanrr, who turned out to be MINNIE HANrr 
Ayers when Erwin Wasey started the national search for her last sea- 
son to resume her jingling for Force, is a sister of Joe Hanrr of Hanff- 
Metzger, who lacks no sense of humor himself. . . 


Darwin TEILHET, Ayer copy chief at San Francisco, is the author 
of, “Talking Sparrow Murders,” a novel which will start serially in the 
magazine section of the New York Herald Tribune next week and which 
will be published in July by Morrow. It’s the first serial to be pub- 
lished by this newspaper. . . 


There’s a little bit of BBDO at Sanibel, Florida, where T. ARNoLD 
Rav, MatrHew Hurnacen and Pau McEtroy are convalescing from 
recent illnesses. . . 


MALCOLM JOHNSON, Doubleday Doran editor and a. m. of the Crime 
Club, is an authority on aristocratic gold fish, . . 


Wedding belis rang out last week for GLApys MEEK and CHARLES 
THOMAS UNDERWOOD, president of Underwood & Underwood Illustration 
Studios, Inc. The bride had been the groom’s private secretary for five 
years and previously was associated with Macfadden Publications, 
|” ae 

Norturop CrLarey, the Standard Oil advertising man, has been a 
side-line editor for 15 years. He is assistant editor of “The Baw! 
Street Journal,” which he helped start in 1919. Annual issues net as 
much as $6,000—and do you think that’s funny? .. . 


C. B. Bourett, until recently a. m. of Alfred Knopf and now Satur- 
day Review’s promotion and circulation manager, comes naturally into 
the rarified atmosphere of the book business. His father is owner of 
the famous Tecolote Book Shop in Santa Barbara. . . 


Morcan REICHNER, BBDO account executive, has been elected presi- 
dent of the United States Dachshund Field Trials Association. His two 


entries in the National Show in New York last week took first and 
second prizes, . . 


“Facsimiles of Famous American Documents and Letters,” edited 
by scholarly Epwarp C. Boykin of Ayer, self-styled “lunch-hour his- 
torian,” was published this week by Blue Ribbon Books, Inc. . . 


Bit Lewis, Badger and Browning & Hersey, Inc., is writing a novel 
for money. The fame can go hang... 


Hucn C. MacLean, the Canadian publisher, and Ben Lairin, Al- 
bert Frank-Guenther Law copy whiz, got chummy when they met in 
Bermuda last week, where Ben was dividing the charm of his presence 
between the two hotels which retain his agency. . . 


ARNOLD GINGRICH, Esquire’s editor, announces that the Chicago 


Stork Association has just come through with a bouncing baby boy, 
John Arnold by name. . . 


FRANK Frazier, J. B. Lippincott a. m., is a Philadelphia socialite 
with a reputation as a badminton player. . . 


MARCEL DELAPoRT, new general passenger manager of the French 
Line, speaks English with no accent, although this is his first time in 
our love-lee countree. He is young, personable and a bachelor. . . 

O. C. Harn, of the A. B. C., has some lovely snow scenes snapped 
recently at White Sulphur Springs, where the A. B. C. board met for 
two days. And the boys were hoping for golf. . . 


Frank N. Davis has torn himself away from Chicago snows to 
sharpen up his golf game at Hot Springs, Ark. . . 


ical of signs suitable for the purpose. Frigidaire’s magazine 
advertising urges shoppers to look for this sign . . . for 
obvious reasons. @ Whether you wish to identify your 
dealers, or whether you wish to advertise your brand 
continuously where it’s for sale . . . whether you need 500, 
or 500,000 . . . consider Meyercord Signs. Ask for our 
samples and story. 


DECAICOMANIA 


WINDOW SIGNS + TRUCK SIGNS * NAME PLATES 
DECORATIONS 


THE MEYERCORD CO. : 
208 W. WASHINGTON STREET. CHICAGO 


’ 


Grigsby-Grunow 
Adjudged Bankrupt 

The Grigsby-Grunow Company, Chi- 
cago, which has been in receivership 
for several months, was placed in 
bankruptcy by Federal Judge Barnes 
this week. Frank McKay was ap- 
pointed receiver in bankruptcy. 

The company, manufacturer of Ma- 
jestic radio receivers and household 
refrigerators, was a large advertiser 
and the marvel of the stock market 
world in 1929. Stock then sold at 
$200 per share and up. The current 
quotation is 25 cents. 


Agencies May Merge 
Negotiations for a merger of 
Maxon, Inc., Detroit, and Charles 
Francis Coe, Inc., New York, are un- 


der way. Details are still to be de 


cided. 
Bott Incorporates 


Bott Advertising Agency, Little 
Rock, Ark., has become a corpora- 
tion. Leo P. Bott is president. 


Schutz Leaves Henger 


For the last three years advertis- 
ing manager of the William Henger 
Company, Buffalo department store, 
Rolf J. Schutz will resign to open an 
agency of his own, effective April 7. 
Mr. Schutz was formerly advertising 
manager of the Rike-Kumler Com- 
pany, Dayton, O. He is succeeded 
at the store by Herbert A. Kenny. 


New Liquor Paper 


The first edition of Wines € Spirits 
Merchandising, a tabloid for pack- 
age liquor store dealers, will appear 
March 5. It is being published by 
Lou Murray Publications, 420 Lex- 
ington Ave., New York. Harrison J. 
Cowan is editor. 


Trustees Control Paper 


The will of the late Senator Gilbert 
M. Hitchcock, owner of the Omaha 
World-Herald, leaves the paper for 
ten years under control of the four 
chief executives of the paper and 
Mrs. Hitchcock. 
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ADVERTISING AGE 


| am customers wear no badges. 


Your product is never parked outside the door. 

Your customers never bring their friends out to 
the kitchen or down to the cellar to show it off. 

It never rests on the library table. 

Nobody discusses it with cocktails or suggests 
enthusiastic comparisons. 

It never gets conversational currency, the by- 
product of by-talk. 

Its quality causes no comment. The virtue of the 
product is not even its own reward, but its users’. 

In use, it is incognito if not anonymous—without 
name, trade mark, label, package, or advertising. 

It is sealed in silence, by circumstance the most 
modest of violets—on a pantry shelf, kitchen sink, 
dressing table, in a bathroom, drawer or closet. 

It is not a monopoly. You have many competitors, 
most of them lower in price. 

Yours is a very difficult advertising problem. 

The crux of your problem is this: You must 
establish a conviction with the user. You must sell 
me an idea, a brand, an appreciation of service, a 
sense of quality—which I am going to keep secret, 
even after you sell me. 

Consequently you need the fullest measure of 
advertising effect from every word you publish, every 
line of space you buy, every dollar you spend. 


Because your advertising must do the hardest 
kind of a job—you need The News in this market. 


Topay, from your standpoint’there can be no 
substitute, no comparison even, of The News with 
any other New York newspaper. For the simple 
reason that no other paper can do as much—for a 
violet product! 

This newspaper delivers your message to three- 
fifths of the homes in New York City, to more New 
York suburban families than any other newspaper. 
Alone, The News gives you a majority coverage. 

The small page makes it possible for more people 
to see your advertising—gives your advertising the 
greatest chance to work. 

The News gives you superlative service—at the 
very lowest cost. | 

On any space buying basis—no other medium in 
the market offers such value. 

Ask yourself if you are getting the most out of the 
advertising you pay for. And the answer is Yes—if 
this newspaper heads your list! | 


@ THE NEWS, New York’s Picture Newspaper; 220 
East Forty-second Street, New York; Tribune Tower, 
Chicago; Kohl Building, San Francisco. 
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February 24, 1934 


TRY FOR HALF 
OF 1934 QUOTA 
IN TWO MONTHS 


6-E Refrigerator Drive to 
Open March 15 


Cleveland, O., Feb. 23.—A 66-day 
drive designed to sell 50 per cent of 
the year’s quota of General Electric 
refrigerators will open March 15. 
The announcement was made by 
M. Sweeney, sales manager of the 
electric refrigeration division, fol- 
lowing a convention attended by 200 
distributors and key men of the re- 
frigeration and specialty appliance 
sales organizations. 

During the 66 days, magazine ad- 


vertising on the G-E refrigerator will 
be stepped up. All other forms of 
promotion will be used including out- 
door posters; newspaper advertising, 
radio, displays, publicity, direct mail, 
door openers, contests and sales 
helps. 

Every part of the 66-day campaign 
is definitely scheduled as to dates. 
On March 15, the opening day of 
the drive, distributors will blanket 
their territory with outdoor posters. 
New posters will go up May 1. They 
will be used especially to reach the 
small towns. The minimum for rep- 
resentative coverage is a half show- 
ing. 

Newspaper Advertising 


As to newspaper advertising, the 
first of the campaign series is sched- 


A.|uled for March 15, another March 


20, March 23, March 28 and so on. 
In key cities, the minimum schedule 
calls for 90 inches per week, begin- 
ning March 15. Two 60-inch pieces 
per week, or the equivalent are rec- 
ommended to distributors. In major 
dealer towns the minimum is 60 


inches during March and 30 inches 
per week during April and May. In 
small towns where the quota budget 
is smaller, the minimum newspaper 
schedule calls for 60 percent of the 
year’s schedule during the period of 
the campaign. 

Distributors will immediately ar- 
range for local radio station spot 
broadcasting, using a minimum of 
three five-minute programs a week, 
or the equivalent in one-minute flash 
announcements. Five-minute  con- 
tinuities and one-minute spot an- 
nouncements will be supplied to dis- 
tributors and dealers. 

One window display has been 
scheduled for the beginning of March 
and another for March 19, all dealers 
being urged to feature both displays. 
Particular emphasis will be given to 
obtaining cooperation of department 
stores in newspaper space, window 
displays, spot floor displays, radio 
announcements and special depart- 
ment store activities. Jean Abbey, 
Woman's Home Companion radio 
shopper, will broadcast from many 
major stores and discuss General 


Electric refrigerators and kitchens. 
A Stensgaard travelling display for 
department stores has been made 
available, as well as other sales helps 
for this type of outlet. 

Direct mail has been scheduled for 
March 20, March 26 and later dates. 
These mailings will be timed to tie 
in with other promotional and sales 
effort. The G-E sales coaches will be 
scheduled for a definite route by each 
distributor for every day of the cam- 
paign, first routings being in the 
smaller towns. 

Beginning March 20 and continu- 
ing throughout the entire 66 days, 
special promotional activities will be 
arranged, such as cooking schools, 
home service demonstrations in 
stores, style shows, local prize letter 
contests, tie-ins with films showing 
G-E refrigerators and displays of the 
refrigerators in theater lobbies; as 
well as the showing of “Just Around 
the Corner,” the G-E kitchen movie 
which features widely-known movie 
celebrities. 

Distributors will use adequate sup- 
plies of sales literature, such as the 


Over 2,000,000 food messages 
every week on every arterial 


street in Portland, Oregon 


Portland housewives know 
this copy to mean... 


1 The Saturday Oregonian gives 
the latest quoted food prices— 
better prices, in most cases, than 


those published Friday night. 
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2 Saturday’s advertisers invariably 
carry over their bargains and 


values through the following 


Monday. 


Local food advertisers who KNOW are 
responsible for the changing food picture 


in Portland. 

1933 LOCAL FOOD LINEAGE 
OREGONIAN ....... 79.14% GAIN 
Third Paper ......... . .31.77% Gain 


Second Paper ........ 


Oe Oregonian 


PORTLAND, OREGON 
J. T. CROSSLEY, Advertising Director 
National Representatives, VERREE & CONKLIN, Inc., New York, Chicago, Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 
San Frarcisco, New York, Chicago, Detroit, Los Angeles 
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Bar “Quaker Maid” 
in Three States 


Detroit, Mich., Feb. 23.—The 
Great Atlantic & Pacific Tea 
Company is restrained from 
further use of the trade name, 
“Quaker Maid,” in Michigan, 
Ohio and Indiana, in a deci- 
sion handed down by William 
S. Sayres, standing master in 
chancery of the District Court 
of the United States for the 
Eastern District of Michigan. 

Lee & Cady, a Detroit con- 
cern, which uses “Quaker” to 
designate its food products 
filed a suit late last year, seek- 
ing such an order. 


“Freedom” booklets, recipe booklets, 
budget book, envelope enclosures and 
such door openers as playing cards, 
bridge score pads, aprons, water bot- 
tles—all of which carry refrigerator 
advertising. 


Dealer’s Sales Meetings 


Distributors will fill in the gaps of 
their sales organizations by March 10 
and will hold dealer meetings the 
week of March 12 to present the 
plans of the spring campaign. Every 
new salesman will be put through 
a four-day training course and 
most salesmen will be enrolled in 
the G-E LaSalle training course, as 
well. Morning sales meetings will 
be scheduled. 


Tying in with the 66-day activity 
will be the new spring sales contest. 
This contest formally opens in the 
south on March 19 and carries 
through to May 19; in the north on 
April 2 and closing on June 2. At 
the conclusion of the contest, prizes 
will be awarded on the basis of the 
best sales jobs performed. These 
winners will include eleven best dis- 
tributors, two best commercial sales 
managers, two apartment house sales 
managers, two wholesale sales man- 
agers, two retail sales managers, two 
retail salesmen, two retail supervis- 
ors, two district managers, two util- 
ity merchandise managers, two deal- 
ers, and two sales promotion man- 
agers. 


All of the winners will be brought 
to Cleveland for the annual summer 
convention of the company’s spe- 
cialty appliance sales department. At 
that time, they will participate in the 
“All-Star Review,” which will pre- 
sent to the field the best practices 
and sales methods of the 31 sales 
stars whose national leadership will 
be an unqualified endorsement of 
their superior sales methods in 
every branch of the sales organiza- 
tion. 


Magazines to Be Used 


Magazines which will carry the 
General Electric home appliance 
story, as announced by Walter J. 
Daily, sales promotion manager, are 
House & Garden, Home € Field, 
Spur, Town & Country, Country Life, 
Fortune, Time, New Yorker, Cosmo- 
politan, Saturday Evening Post, Col- 
liers’, Good Housekeeping, Ladies’ 
Home Journal, Woman’s Home Com- 
panion, American, National Geo- 
graphic, Better Homes & Gardens, 
American Home, Popular Science 
Monthly, McCalis, Household Maga- 
zine, Woman’s World, Country Gen- 
tlemen. 

Trade publications on the advertis- 
ing schedule include Electric Re- 
frigeration News, Electric Kitchen 
Times, Progressive Grocer, Meat Mer- 
chandising, Chain Store Age (all edi- 
tions), American Restaurant, Res- 
taurant Management, Hotel Manage- 
ment, Merchandise Manager, Home 
Ware, Retailing, House Furnishings 
Review, National Real Estate Jour- 
nal, American Architect, Architec- 
tural Forum, Architectural Record, 
Hardware Age, Hardware Retailer, 
Electrical Merchandising, Electrical 
Dealer, Electrical West and Electri- 
cal South. 


Features Cartoons 


The Feb. 18 issue of the Louisville 
Courier-Journal carried a _ ten-page 
section of cartoons and advertising 
cartoons by Paul Plaschke, staff ar- 
tist, on the twenty-first anniversary 
of the establishment of Plaschke’s 
cartoon page in the Sunday paper. 
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February 24, 1934 


The following is copied jrom a bulletin written 
by our Field Circulation Manager to the sub- 
scription salesmen. With no thought in his 
mind of impressing anyone other than his own 
staff, he has nevertheless composed one of the 
best arguments we have ever seen for adver- 
tising in McGraw-Hill Publications. We re- 
produce it herewith, because we think it ought 
to interest anybody who is interested in busi- 
ness paper advertising. 
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AN you imagine one whale of a 
C parade—up Fifth Avenue let’s say 

—of just about all the business and 
technical brains of America? Presidents, 
inventors, famous builders, flyers, mas- 
ters of transportation and public service, 
financiers, research men, etc., along with 
their department heads? Then while you 
are about it, just imagine that a parade 
eight abreast, about fifteen miles long, had 
filed past a reviewing stand for at least 
four hours, and you'd have a close idea 
of the 62,500 subscribers who said yes to 
McGraw-Hill field men in 1933. They 
said yes in the old fashioned way—on the 
dotted line; and they paid good money after 
discussing McGraw-Hill service with you. 
62,500 said, “I need a McGraw-Hill Jour- 
nal on my job—send it to me.” 

To complete the picture imagine this 
parade extending for another 10 miles and 
you will include 51,000 more top officials 
and policy-forming executives in American 
business who were sold by the Business 
Week sales force. Combining them, you 
have over 113,000 that never could be 
duplicated in any other way. 

And if you want to get a further thrill 
you can add a still larger figure to repre- 
sent the job done by our Mail Circulation 
Dept.—without doubt the most successful 
outfit of its kind anywhere. Somewhere 
in the neighborhood of 117,000 American 
business men signed their names to new 
and renewal orders for all McGraw-Hill 
papers sold to them by mail. (Total, 230,- 
000 “Said Yes.”) 

Some cloudy day when the going is 
tough you might get back in your stride 
just by getting a clearer focus on the job 
being done by you and about two hundred 
other Field Circulation salesmen on all Mc- 
Graw-Hill papers, backed up by this cam- 
paign. 


People Who Make America Tick 

These picked men, more than any others, 
are the people who make America tick. 
They decide things; start things; change 
things; develop knee action cars; build 
Radio Cities and Boulder Dams; work 
chemical miracles, and make new trans- 
portation stunts possible. In the stands 
at a big league game if the McGraw-Hill 
type of customers stood up, or if you picked 
them from the readers of our national con- 
sumer magazines, only about 1 in 100 
would be included. In fact, allowing for 
duplications, this quarter million leaders 
are the bosses and the technicians for over 
20,000,000 wage earners. 

Do you know another group of equally 
concentrated power anywhere else on the 
face of the globe? Do you know any com- 
parable service that has 113,000 gross sales 
made face-to-face in one year to the inner 
circle, and the immediate surrounding 
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Let the man who sells subscriptions tell you 
what business paper circulation really is! 


circles, in the high courts of American 
business, finance, commerce and industry? 

Is it any wonder McGraw-Hill domi- 
nates—not merely as an advertising serv- 
ice—but as a publishing institution? Is 
it any wonder we have high standards— 
rules to you—that sometimes seem irk- 
some, and that make it impossible for the 
sloppy, mediocre and unambitious man to 
stick on the McGraw-Hill field force? 

Your feet are on solid ground when you 
are part of the largest selective circulation 
force in the world. You are the contact 
point with the largest single group of cus- 
tomers of McGraw-Hill. 

If you have done an average field job 
you personally have visited with and sold 
1,000 of the leaders in this great army. 
You know that these men, “rugged indi- 
vidualists,” didn’t have round heels—that 
they weren’t push-overs. Many of them 
had to be shown, and it took real salesman- 
ship not only to point out McGraw-Hill 
superiority over many optimistic ventures 
today, but also to reestablish in their minds 
the need for job reading. These men made 
up their minds in 1933 after they got facts 
from you, and just remember that in 1934 
there will be at least 75,000 men instead 
of 63,000 who will be expected to say 
“yes” after listening to still stronger facts 
which you will have the privilege to present. 


The House of McGraw-Hill 


That one thing—the good will and the 
buying power back of the quarter million 
sales you helped make—is what makes the 
House of McGraw-Hill; it largely made 


possible the 33 story blue-green building _ 


just west of Times Square. 

Since this is a sort of annual review, 
it’s timely to look at the policies that built 
the publishing business on this solid foun- 
dation. Advertisers pay for the readership 
you have developed because they too can 
stand on solid ground. ‘They know these 
names weren’t dealt out of a hat. They 
weren't straw men to whom optimists 
mailed free circulation papers or “givies.” 
They were men who talked this proposi- 
tion over face-to-face and who agreed to 
pay their money in advance for something 
they understood and wanted. 

Incidentally, the figures I have collected 
are gross figures and not net. You will 
have to deduct a certain percentage from 
this army for the men who through care- 
lessness or misfortune failed to pay their 
bills—just as you and I sometimes forget 
to pay our dues or our monthly bills, or 
forget to buy our auto license plates in 
time. Those men were later cut off from 
our net figures which are given in A. B. C. 
statements, and on which advertisers pay 


their money. I would still rate them bet- 
ter than the hypothetical readers of free 
papers because they expressed a wish for 
McGraw-Hill service—but McGraw-Hill 
throws them out of all figuring when quot- 
ing its circulation to the advertiser. 


No Poor Quality Orders Wanted 
Look again at that army which would 
take perhaps a whole day to pass a given 
point, and remember that if just 5 orders 
were “poor quality’—men who could not 
qualify to read McGraw-Hill papers—an 
alarm would be sent out to high heaven 
by the publishing director, by the vice pres- 
ident in charge of circulation, and some- 
times it might go further. That’s why 
it’s almost impossible for a low quality 
order to get past the Field office—we just 
don’t like to get called on the carpet any 
more than you do. 
Naturally this large volume of sales and 
our high renewal percentage show that the 
business world likes McGraw-Hill service 
—has confidence in that service for the 
coming year. It would be even more in- 
teresting to you if you could get the full 


yes/ Ff 


picture of appreciation—if you could read 
the mail bags full of enthusiastic letters to 
our editors, requests for help from big men 
in big and little companies and in Govern- 
ment positions; if you had a list of the 
continuous requests from great associations 
for speakers and consultants; if you knew 
of the “scoops” that come to our columns 
because men in our industries know the 
best place to launch anything worthy and 
new. 


Our chief, Mr. James H. McGraw, in 
his inspiring address at the Company’s 
Christmas program, pointed out that Mc- 
Graw-Hill papers profit as the industries 
they serve are able to profit. We suffer 
from their mistakes as well as our own mis- 
takes in times of tribulation. He felt that 
President Roosevelt’s program of planned 
economy in helping business see to it that 
all of its members behave was apparently 
the right prescription for at least part of 
our ills. He is confident that 1934 will 
see an improved state of affairs as far as 
the country, the world and McGraw-Hill 
are concerned. 


I can’t leave this summary of the year’s 
business without expressing my personal 
feelings—my sincere thanks for the won- 
derful support and response to the requests 
I have had to make; my compliments for 
the outstanding salesmanship you have ex- 
hibited, and my admiration for the char- 
acter and performance of the finest group 
with which I have ever been associated. 
It was a privilege to go along with you 
and share the honors you have won! 


McGRAW-HILL PUBLISHING COMPANY, Inc. 


330 West 42nd Street, New York City 


American Machinist Chemical and Metallurgical Electrical West Engineering News-Record 
Aviation Engineering Electrical World Factory Management and 
Bus Transportation Coal Age Electronics tenance 

Business Week Construction Methods Food Industries 


Electrical Merchandising 


Engineering and Mining 


Metal & Mineral Markets 
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ADVERTISING AGE 


February 24, 1934 


ANCIENT SLOGAN 
REVIVED IN NEW 
DRIVE BY FORD 


Detroit, Mich., Feb. 23.—‘“Watch 
the Fords go by,” famous slogan used 
by the Ford Motor Company in the 
days of open-air automobiles, brass 
radiators, dusters and vegetabie-gar- 
den hats, is staging a comeback in 
the newspaper and radio campaign 
being conducted by the Ford Motor 
Company. 

The by-word, originated some 25 
years ago, is said by Detroit old- 
timers to have contributed materially 
to Henry Ford’s success in establish- 
ing himself as king of the low-price 
field. 

Fighting to regain his throne, 
Henry Ford today is calling back to 
good usage the famous phrase which 
fell into disuse when horse and 
buggy competition grew less preva- 
lent and when the characteristic 
‘mark of distinction’ found its way 
into motor car copy. 

Advertisements in newspaper radio 


pages request readers to: 

“Listen to Fred Waring’s Penn- 
sylvanians, and until then, watch 
the Fords go by.” 

On the program, itself, the an- 
nouncer employs the same slogan as 
his chief commercial. 


Feature “Flexibility” 


In meeting the competition of the 
knee-action wheel, one of the most 
outstanding innovations of the auto- 
motive industry this year, the win- 
dows of numerous Ford showrooms 
throughout the country urge the 
public to: 

“Enjoy Ford four wheel flexibility 
without the expense of experimenta- 
tion.” 

Contrasted with the recalling of 
the past through the employment of 
the “watch” slogan, current dealer 
advertising is pressing into service 
the very modern “road test” theme: 
“Ford V-8 Wins Again.” 

Copy is based upon the 1934 na- 
tional stock car championship in 
which Al Gordon, king of the Pa- 
cific coast speedways in 1933, de- 
feated the nation’s leading race driv- 
ers by driving his Ford V-8 to a sen- 
sational victory, Feb. 18, in the 250- 
mile Gilmore gold cup race for stock 
cars, over a difficult and hazardous 
course at the municipal airport in 
Los Angeles. 


Gorham Boosts 
Appropriation 
To Woo Brides 


Providence, R. I., Feb. 23.—Gorham 
Company, which was one of the first 
silverware manufacturers to break 
away from the traditional policy of 
making an advertising splurge for 
the benefit of June brides and then 
disappearing for another year, has 
increased its appropriation for 1934 
by 35 per cent. This announcement 
was made by Paul F. Donelan, adver- 
tising manager, following the annual 
conference, 

Gorham argued that brides are be- 
ing made every day of the year, this 
fact and other social events making 
the market for sterling and plated 
silver a constant one. Tests of this 
theory have yielded a surprising 
amount of business. 

One of the company’s new numbers 
which gained astonishing acceptance 
in 1933 is the Rose Marie, a new 
sterling pattern introduced last Sep- 
tember. This, with 26 active sterling 
patterns, will be further promoted in 
1934 through Vogue, Harper’s Ba- 
zaar, House & Garden, Cosmopolitan 
and Good Housekeeping. This new 
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Half Million Circulation Mark 
Reached and Passed 


Grit points with pride to another result of its solid, honest 
circulation. Despite the circulation decrease in 
media, Grit’s circulation today has passed the half million 
mark—an increase of 22 percent over the corresponding 
issue last year. 


It is a normal, healthy increase—94 percent of Grit’s cir- 
culation is single copy sales at 5 cents a copy. Our own boy 
salesmen deliver Grit directly into readers homes each week. 


No premiums, no clubbing offers, no inducements to readers 
except the editorial content of the publication itself. 


Grit’s circulation is concentrated in 14,000 small towns and 
villages which are simply smaller editions of your primary 
markets—and demand as much attention. 


Small town families are vitally interested in the rapidly 
moving tide of national and world events. They want the 
news Grit brings them. They know Gnrir is the only na- 
tional weekly edited especially for them. And so they pay 
for Grit in cash, week after week. 


THAT’S DEMAND! 


Get further information from 


Frank H. Meeker, 270 Madison Ave., New York 
The John Budd Company, Tribune Tower, Chicago 


THAT’S READER ACCEPTANCE! 


THAT’S THE BUYING MARKET YOU SHOULD BE REACHING 
. WITH YOUR STORY NOW! 
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)* WILLIAMSPORT, PA. 


ANOTHER BEFORE AND AFTER PICTURE 


Right and wrong make-up, as shown by Louis Philippe, 
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pattern received local display and ad- 
vertising at the hands of over 1,000 
leading jewelers in 1933. 

In spite of the fact that Gorham 
charges dealers 10 cents a copy, and 
they in turn sell the booklet for 25 
cents, the company has had three 
printings of “The Art of Table Set- 
ting,” for which demand appears to 
be inexhaustible. This brochure re- 
ceives consistent mention in maga- 
zine copy. ‘ 


Quarter Pages 
In Newspapers 
Coty Minimum 


New York, Feb. 21.—Beginning 
March 15, Coty will embark on a 
newspaper campaign of dramatic 
proportions, to launch a sensational 
merchandising innovation. Three 
striking new Coty face powder boxes 
have been created as companion 
pieces to the famous Coty “powder- 
puft” box, each box indicating by its 
color and motif the fragrance of its 
powder contents—L’Aimant, Paris, 
or Emeraude. Classic L’Origan is 
presented in the “powder-puff” box, 
which will also hold Coty face pow- 
der scented with Chypre or Styx. 

To introduce the new Coty face 
powder boxes, four specially encased 
powder-and-perfume sets have been 
created, featuring a box of Coty face 
powder paired with a color-capped 
sunburst flacon of matching Coty 
perfume, both at the price of the 
face powder alone—$1.10. 

Over ten million newspaper read- 
ers throughout thirty “key” states 
will learn of this through compelling 
advertising employing photographic 
illustrations and a special copy 
style. The campaign employs straight 
selling copy of a type such as the 
retailer himself might use to move 
merchandise off his shelves. The 
spring complexion theme is touched 
on briefly, stress being placed on the 
beauty as well as the value repre- 
sented in the individual sets. 

This special Coty newspaper cam- 
paign is unprecedented in Coty ad- 
vertising history in that successive 
insertions are uniform in size with 
initial insertions. No single adver- 
tisement in the entire series em- 
ploys less than quarter-page space. 

P. K. Frowert Company is in 
charge of the campaign. 


Bernsley to White 


S. C. Bernsley, formerly with 
Abraham & Straus, Arnold Con- 
stable, and Sears Roebuck, has been 
appointed publicity director in 
charge of sales promotion and adver- 
tising for the R. H. White Company, 
department store, Boston. He suc- 
ceeds Charles E. Coyne, who is on 
leave of absence. 


Picks Ralph H. Jones 


Manning-Bowman & Co., Meriden, 
Conn., makers of electric specialties, 
vacuum bottles, and gift items, have 
appointed Ralph H. Jones Company, 
Hartford, Conn. 


Conducts Prize Contest 


Better Homes & Gardens is offering 
$3,000 in prizes in connection with 
its second annual National Better 
Homes Contest. 


CHAPLIN - OWNED 
VINEYARDS LAY 
SELLING PLANS 


New York, Feb, 23.—Charlie Chap- 
lin’s name is identified with many of 
the vintages to be sold by Universal 
Vineyards Corporation, just formed 
here. Within the past year the fa- 
mous movie star has invested a large 
sum in Continental vineyards, and it 
is believed that he will never return 
to the screen. 

Because of the differences in state 
regulations applying to the sale and 
advertising of alcoholic beverages, 
the Universal Vineyards Corporation 
will carry on its sales work through 
state distributing organizations. 

While still nebulous, plans for ad- 
vertising provide for dealer coopera- 
tion in newspaper and radio promo- 
tion as distribution is built up. Ad- 
vertising expenditures will be based 
on sales. 

Al. Paul Lefton Co., Inc., will di- 
rect the advertising. Initial effort 
within the next six months will be 
directed to re-acquainting old users 
with such famous vintages as Long- 
champs cognac and La Tour Bordeau 
wine. 


Handle 1,000 Items 


A-price list of the wines, cognacs, 
cordials, rums, whiskies and other 
liquors which the firm will import is 
being prepared now for an initial dis- 
tribution of 25,000 to distributors, 
hotels, clubs, restaurants. It con- 
tains over 1,000 imported items, ap- 
proximately three-fourths of which 
are covered by a contract giving the 
Universal Vineyards Corporation ex- 
clusive control for 10 years in United 
States, Canada, Mexico and Cuba. 

Principals of the new company, E. 
A. Ginter and L. P. Gouy, have long 
represented the French government 
here. Frederic M. Dowd is promo- 
tion manager. 


Two Join KMOX 


J. N. Newell of Sioux Falls, S. D., 
has joined Station KMOX, St. Louis, 
in charge of public relations. R. E. 
Dunville, formerly advertising and 
sales manager of the Gardner Motor 
Company, has joined the sales staff 
at KMOX. 


Crawford Appointed 


Floyd Crawford, who has been 
serving as temporary secretary of 
the Greater Buffalo Advertising 
Club since Jan. 19, has been ap- 
pointed executive secretary. 


MacEachern Promoted 


Frank D. MacEachern, manager of 
the middle Atlantic department of 
the Tide Water Oil Company at Phil- 
adelphia, has been promoted to east- 
ern sales manager, with headquar- 
ters in New York. 


Gives Album Series 


The Chicago Sunday Tribune has 
added a four page roto supplement, 
“Album of World Events.” The issue 
of Feb. 18 was number one of a 


series. 
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TODAY advertising costs must stand up under the microscope . . . every rate dif- 
ferential must be fully justified . .. every advantage taken. In boom times a little 
money can be burned without doing too much harm. In 1934 it’s vastly different. . . 
Five women’s magazines, whose prices are identical—whose circulation methods 
are highly similar—whose distribution covers the same cities, towns, neighborhoods 
and streets—whose audiences are alike—whose editorial aims are much the same— 
share, fairly evenly, a market of more than eleven million American homes. . . But 
there are five different costs for reaching the five different Sectors of this magazine- 
reading market of eleven million families—similar magazines but dissimilar rates . . . 


The cost of reaching PICTORIAL REVIEW'S more than *two million ’ 
homes is the lowest, rate for rate, in its field. Translated to sales quo- 
tas, this advantage means much on the advertising balance sheet. 
To justify their higher advertising rates, and their consequent higher sales cost, 
the other four ten-cent magazines are required to sell their respective Sectors of 
the woman market vast quantities of the advertiser’s product in excess of the amount 
required of PICTORIAL REVIEW. Assuming a one-cent gross margin available for adver- 
tising, a campaign of 12 pages—and all circulations equalized on a basis of 2,000,000 
families— 
Macazine “B” must sell 600,000 ORE UNITS than PICTORIAL REVIEW 
Macazine “C” must sell 408,000 WORE UNITS than PICTORIAL REVIEW 
Macazine “D” must sell 120,000 MORE UNITS than PICTORIAL REVIEW 
Macazine “E” must sell 96,000 MORE UNITS than PICTORIAL REVIEW 


The advertiser who ignores PICTORIAL REVIEW’S cost advantage, must believe 
that any one of the other Sectors will buy soap or soup or cigarettes or cosmetics in lavish 
excess of PICTORIAL REVIEW’S Sector. He must believe that—or else he is 
burning money. . . . . . And he’s burning it at.a time when all sales are hard to get. 


*A RECORD. Pictorial Review is the only woman’s magazine 
which, in every consecutive month since October, 1922, has de- 
livered in excess of 2,000,000 net paid circulation—138 months. 


PICTORIAL REVIEW offers 
THE opportunity to be smart ~ ~ and 
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1933 BiG YEAR 
FOR ELECTRIC 
REFRIGERATORS 


Unit Sales of 1,080,000 
Set New High 


Detroit, Mich., Feb. 23.— More 
household electric refrigerators were 
sold in 1933 than any other year 
since that boon to humanity first 
made its appearance, according to a 
compilation by Electric Refrigeration 
News, based on reports by eleven 
members of the refrigeration division 
of the National Electrical Manufac- 
turers Association. 


Sales in 1933 are estimated at 
1,080,000 units, compared with 965,- 
000 in 1931, which was the largest 
year heretofore. Dollar volume was 
somewhat smaller than in the best 
previous years, because of the con- 
tinuous progress made by the indus- 
try in reducing the price of its prod- 
ucts. The average unit price in 1933 
was only $170, compared with $195 
in 1932; $258 in 1931, and $600 in 
1920 and preceding years. 


Thus volume in 1933 aggregated 
$183,600,000, compared with $163,- 
800,000 in 1932 and $248,970,000 in 
1931. 


The eleven reporting members of 
the refrigeration division of the N. 
E. M. A. accounted for 908,877 re- 
frigerators in 1933, or about 84 per 
cent of the industry’s sales. 


Shift in Sales 


“In 1932,” commented Electric Re- 
frigeration News, “the ratio between 
Nema and non-Nema companies was 
80-20, but a survey conducted in 
November indicated that the division 
of total business in 1933 was as fol- 
lows: Nema reporting members, 84 


bers, 4 per cent; non-association 
members, 12 per cent.” 

The reporting members are Cros- 
ley, Frigidaire, General Electric, 
Gibson, Grigsby-Grunow, Kelvinator, 
Norge, Servel, Trupar, Universal 
Cooler, and Westinghouse. Copeland 
ceased to be a reporting member 
after the first few months of the 
year. 

During 1933 Nema ranks were aug- 
mented by the addition of Merchant 
& Evans Company, Potter Refrigera- 
tor Corporation, Stewart- Warner 
Company, Sunbeam Electric Manu- 
facturing Company, Uniflow Manufac- 
turing Company and Rudolph Wur- 
litzer, Inc. Sales figures of these 
companies will probably be included 
in monthly reports for 1934. No in- 
dividual company’s figures are re- 
leased. 

May and June were peak sales 
months in 1933. Monthly figures for 
reporting Nema members were: 


PD i o5.9.94409%0 16,351 
555 eee weds 30,422 
as < s ahig bag oes 49,823 
rere 107,182 
Serre ee ree 175,119 
Nc 09-c'g eae be ae’ 175,550 
ee errr 107,081 
Rs 5 pias 600 bes 82,495 
|. 6 ck ede eas 60,840 
5560454054 aos 47,726 
pO ere ee 23,444 
eee 32,844 


The peak has a habit of shifting 
unexpectedly. In 1931, for instance, 
it was reached in April. 


Kinney Represents 


“Commercial-News”’ 


J. P. McKinney & Son have been 
appointed national advertising repre- 
sentative of the Commercial-News, 
Danville. Ill. 

The paper was recently acquired by 
the Gannett Newspapers. 


Gosnell Heads Sales 


H. M. Gosnell, who has been with 
Defiance Spark Plugs, Inc., for a 
number of years, for the past year 
as assistant sales manager, has been 
appointed sales manager. He suc- 
ceeds L. L. Siefried who has become 


per cent; Nema non-reporting mem- 


executive vice-president. 


Retail Sales 20% 
Higher in Detroit 


(Detroit News, Feb. 7, 1934) 


’ Business is good in the Fourth 


Market Now! 


You can blanket this import- 
ant field with your advertising 
messages over WJR....... 


Reaching the greatest number 


at the 


lowest cost of any ad- 


vertising medium or combina- 
tion of mediums in the Fourth 


Market. 


10,000 WATTS 
CLEARED) CHANNEL 
NBC BLUE NETWORK 


Michigan's Greatest 


WIR 


THE GOODWILL STATION 
FISHER BUILDING 


DETROIT 


Advertising Medium 


+h oi eh 


Pepsodent Taps 
Editorial Vein 
And Finds Gold 


Chicago, Feb. 23.—With fifteen 
months’ experience back of the use 
of editorial layouts and copy, the 
Pepsodent Company has been able to 
report excellent returns from this 
type of magazine advertising, Harlow 
P. Roberts, advertising manager, 
said today. 

The copy, in which the sales ap- 
peal is very much subdued, features 
such angles as “Science Now Knows 
Why Our Teeth Ache,” with photo- 
graphs also of an editorial type, with- 
out direct sales tie-in. The selling 
message is worked into the last few 
paragraphs, and tied directly to the 
coupon in which a trial tube of 
Pepsodent toothpaste is offered free. 

“Coupon returns,” Mr. Roberts 
said, “indicate that this type of copy, 
in which direct selling is subordi- 
nated to editorial interest, has a real 
value for the advertiser. Our rec- 
ords are not yet complete, but we 
regard the results of the experiment 
thus far as favorable.” 

Lord & Thomas handle the account. 


TRUE STORIES 
OF USERS TOLD 
BY NUJOL COPY 


New York, Feb. 21.—“A true story 
by a girl of 19 who has found the 
secret of popularity” gives an index 
to the current campaign for Nujol 
and its new little brother, Cream of 
Nujol. 

The copy which recites this suc- 
cess story, giving the name of the au- 
thor, also makes a bid for others of 
the same kind. 

“What is your Nujol story?” it 
asks. “If you have been using Nujol 
for ten years or more, if you are 
bringing up your children on it, tell 
us. Address Stanco, Inc., New York,” 
Cream of Nujol is flavored, and 
according to the advertisement, is 
“often preferred by children.” 

The campaign is one of the largest 
staged by this division of the Stand- 
ard Oil Company of New York. Two 
170-line insertions are being made 
weekly in 25 leading cities. Quarter 
pages will be used weekly in weekly 
magazines and monthly in others. 


Magazine Schedule 


On the list are Saturday Evening 
Post, Collier’s, Literary Digest, Time, 
American Weekly, Parents’ Magazine, 
True Story, Good Housekeeping, 
Ladies’ Home Journal, Woman's 
Home Companion, McCall's, Pictorial 
Review, Delineator, Household Maga- 
zine and Woman’s World. 

Nineteen radio stations will be in 
the network broadcasting the Health 
and Nujol talks of Senator Royal S. 
Copeland. The former health com- 
missioner is developing into quite a 
radio star. He appeared on the Eno 
Crime Club broadcast this week, tak- 
ing a real part in the drama. 

McCann-Erickson, Inc., is placing 
the Nujol campaign. 


N. B. Sage Dead 


Nathan Burrell Sage, who was in 
charge of advertising for many big 
department stores in northern New 
Jersey, and later had his own ad- 
vertising business, died Feb. 14 in 
+ irae N. J. He was 73 years 
oO 


Dermalab Picks Agency 


Dermalab, Inc., Winnetka, IIl., 
maker of N A C Skin Cream, has 
placed its advertising account with 
Mitchell-Faust Advertising Company, 
Chicago. 


G. M. Overseas Sales Gain 


Overseas car and truck sales of 
General Motors Corporation for Jan- 
uary totaled 10,317 units, an increase 
of 84 per cent over January, 1933, 


and 71.5 per cent over January, 1932. 


seg 2 << rey” 


L. D. Wertheimer Co., New York, for class. an 
The illustration shows "Lamptrimmer Laws putting a light in one of 
the Aquitania's sea-boats." ! 


BRING BACK GLAMOUR OF THE SEA 


That is the objective of the new Cunard campaign prepared by 


quality magazines. 


Offer ‘Nurser’ 
As New Aid to 
Young Mothers 


Detroit, Mich., Feb. 23.—WMiller 
Childcraft, Inc., Detroit, is launch- 
ing a campaign to introduce the first 
of a new line of infants’ training 
equipment to be known as the 
“Nurser.” 

The advertising is to be conducted 
first, through trade journals, to get 
distribution, and later through var- 
ious child and infant publications. 

The Nurser is a milk-bottle holder 
which attaches to the side of the 
crib, holding the milk bottle in the 


proper position, and eliminating 
hand-feeding. It requires no atten- 
tion. 


The Nurser is already being mer- 
chandised through leading depart- 
ment stores, furniture stores and in- 
fants’ specialty shops. Other items 
for infants are in process of manu- 
facture, and will be ready for dis- 
tribution in the near future. 

Advertising is being placed through 
Simons-Michelson Company, Detroit. 


Little to Chek-Chart 


W. H. Little, who was vice-presi- 
dent of National Petroleum News for 
twenty years, has joined the Chek- 
Chart Corporation, Chicago, in charge 
of Oklahoma, Texas and Louisiana 
sales. Mr. Little will continue as ad- 
vertising director for the Independ- 
ent Petroleum Association of Amer- 
a His headquarters are at Tulsa, 

a. 


C. P. Schaefer Advanced 


Charles P. Schaefer, formerly in 
the national advertising department 
of the Chicago Daily News, has been 
appointed classified advertising man- 
ager of the News. He _ succeeds 
Thomas Lowery, resigned, and is suc- 
ceeded by Charles Foresman and 
Frank McCunn in charge of financial 
advertising. 


Organize Agency 
Felt, Brodfuehrer and Day, Chicago 
newspaper men, have organized a 
general advertising agency with of- 
fices in the Bankers Bldg. 


Olsen with Baker . 


Dr. A. G. Olsen, Battle Creek, 
Mich., has been appointed director of 


research of Walter Baker & Co., Inc., 
Dorchester, Mass. 


mete: 


BROCKSON IN 
AGENCY FIELD 


Chicago, Feb. 23.—W. I. Brockson, 
advertising manager of Steel Sales 
Corporation for the past ten years, 
has resigned. He has joined Com- 
mercial Advertising Agency, Chicago, 
and will have charge of expansion of 
the agency’s industrial marketing 
division. Morris Blink is head of the 
organization. 

Mr. Brockson, whose work with 
Steel Sales was preceded by experi- 
ence in the advertising department 
of American Agricultural Chemical 
Company at Boston, is one of the 
most active industrial advertising 
men in the Middle West. He recently 
retired as president of the Engineer- 
ing Advertisers’ Association. He is 
a director of the National Industrial 
Advertisers’ Association, and is a 
well-known contributor to the busi- 
ness press. 

Before taking hold of his new work 
Mr. Brockson will spend several 
weeks resting in the south. 


Linweave Association 
Elects 1934 Officers 


At the annual meeting of the Lin- 
weave Association, held Feb. 17 at the 
Waldorf-Astoria Hotel, New York, the 
following officers were elected for the 
year: 

President, H. W. Keil, Millcraft 
Paper Company; vice-president, A. W. 
Leslie, John Leslie Paper Company; 
and secretary-treasurer, J. H. Brewer, 
Jr., Storrs & Bement Company. 


Schaeffer in Wreck 


G. R. Schaeffer, advertising direc- 
tor of Marshall Field & Co., Chicago, 
and his wife were hurt in an auto- 
mobile accident Feb. 18 near Man- 
chester, Tenn. Both returned to Chi- 
cago by train, Mrs. Schaeffer being 
taken to a hospital for examination. 


Kasper to Turner 


The advertising account of the A. 
J. Kasper Company, Chicago, coffee 
maker, is now being placed by 
James H. ‘Turner Company, Chicago. 


Brewer Appoints 


Von Brewing Company, Detroit, 
has appointed Milton Alexander 
Company, Detroit. Newspapers, 
magazines and radio will be used. 
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THE 
OUALITY GROUP 


ANNOUNCES 


Effective with the April issues, THE QuALITY GROUP 
inaugurates the following new rates. 


$1830. for Black-and-White pages 
(smaller units in proportion) 


$2900. for Four-Color Insert pages 
The lowest four-color rate per page 
per thousand ever offered by The 
Quality Group. 


NEW RATES 


These rates represent an attractive reduction for the 
use of all five publications and make them available 
to advertisers on a much wider scale. 


Quality of circulation, as measured in terms of surplus 
funds and a willingness to spend, is the keystone of 
THe Qua.ity Group’s circulation structure. This 
solid arch spans the gap between those who wish to 
sell and those able to buy. 


THE QUALITY GROUP 


Harpers Magazine 


Current History 


Scribner’s Magazine 


Forum Magazine 


Review of Reviews 


597 FirrnH AVENUE 
CHICAGO NEW YORK 


SANTA BARBARA 
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AGENCY OFFICER 
IS RADIO STAR 


New York, Feb. 23.—The Ilsa Wine 
and Liquor Corporation has inau- 
gurated a radio program unusual in 
that it features the vice-president of 
the advertising agency and is the 
first liquor program on_ Station 
WMCA., 

Entitled “News Behind the News,” 
the program is handled by the Peck 
Advertising Agency, whose _ vice- 
president, George A. Rosette, a jour- 
nalist for many years, discusses cur- 


rent events in a prophetic manner. 

He formerly was editor and pub- 
lisher of Chatterbor and Inside Stuff 
and as a political writer his predic- 
tions often proved accurate. Similar 
predictions feature the new program 
for the liquor firm. 


International Association 
Offers Display Papers 


The International Association of 
Display Men is releasing a series of 
papers on current display subjects 
which may be secured from the sec- 
retary, J. Duncan Williams, 509 8. 
Franklin St., Chicago. 

The first three papers in the series 
are: “What’s New in Men’s Wear 
Displays?” by Clement Kieffer Jr., 
Kleinhans Company, _ Buffalo; 
“What’s New About Hardware Dis- 
plays?” by Carl Haecker, Montgom- 


Investigation of 
ASCAP Is Sought 


Washington, D. C., Feb. 23.— 
Alleging unfair competition, 
the Music Users Trade Com- 
mission has filed a complaint 
with the Federal Trade Com- 
mission against the American 
Society of Composers, Authors 
and Publishers. The latter’s 
alleged efforts to force owners 
of radio sets to take out li- 
censes were cited in the com- 
plaint. 


ery Ward & Co., Chicago; ‘“What’s 
New in Piece Goods Displays?” by 
Ellsworth Bates, Boston Store, Mil- 
waukee. 


Stations Consolidate 


KWCR and WIAS, outlets of the 
Des Moines Register and Tribune, 
have been consolidated. Facilities 
of both stations will be merged at 
Cedar Rapids, Ia., and KDCR facili- 
ties will be used pending the com- 
pletion of a new station in the 
spring. 


Agency Drops Office 


Smith, Sturgis & Moore, Inc., will 
discontinue its Boston office at the 
end of February. Sherman L. Smith, 
Boston manager, has resigned. 


Arrick Joins Agency 


Clifford Arrick has joined the mer- 
chandising and sales development 
division of Sidener, Van Riper & 
Keeling, Inc., Indianapolis. 


The Chicken or the Egg. . 


EGARDLESS of which side you may take in this 


age old argument, it should be patent to all astute 
advertisers that 1934 is the year of all years when 
advertising and promotion must not be hobbled to 
1933's sales figures but geared to the thrilling possi- 


bilities of present conditions. 


That is what 


retailers of Louisville are doing ...... 


the live 


[ NERE’S THE RECORD» LAIN 


THE COURIER-JOURNAL and 
LOUISVILLE TIMES DAILY LINEAGE 


THE COURIER-JOURNAL 
SUNDAY LINEAGE 


January, 1933 January, 1934 
869,543 995,962 
176,829 195,553 


GAIN 


126,419 


18,704 


@ And you should be cashing in on the vast business im- 
provement in this market by concentrating your message 
in these newspapers which give you complete and effec- 
tive coverage at a single low cost— 


Che Conrier-Zonrual. 
THE LOUISVILLE TIMES. 


Major Market Newspapers, Inc. 


Audit Bureau of Circulations 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


LINOLEUM AT SEA 


ANCHORS 


AWEIGH 


Interesting advertisement in new 
series. 


Unique Layout 
Developed for 
Sloane’s Copy 


New York, Feb. 23.—To create a 
definite association of ideas between 
the product and its advertising, W. 
& J. Sloane Selling Agents, Inc., has 
adopted a distinctive type of layout 
for its advertising of Sloane-Blabon 
linoleum in which the consumer's 
usual conception of linoleum is sug- 
gested by a checkerboard pattern, 
with copy and illustrations appear- 
ing in alternate squares. 

Running in two-thirds page space 
in Time, at intervals of approxi- 
mately three weeks, the advertising. 
prepared by Anderson, Davis and 
Platte, Inc., tells of specific installa 
tions of the company’s linoleum, and 
proceeds to point out that the prod 
uct is suitable for use in a wide 
variety of structures. 

For example, one piece of copy de 
scribes the use of Sloane-Blabon 
linoleum on United States battle- 
ships, and continues: 

“Afloat or ashore, Sloane-Blabon 
linoleum meets the most exacting re- 
quirements because in every step of 
manufacture quality is the sole 
watchword. In grades intended for 
the home where style ranks on a 
par wth quality, Sloane-Blabon pat- 
terns and colors have a richness and 
beauty which have become tradi 
tional with the Sloane name.” 


Photo-Engraving Code 
Authority Appointed 


The five members of the photo- 
engraving code authority have been 
appointed by Gen. Johnson, 

They are Henry W. Grady, general 
manager, Southern Engraving Com- 
pany, Atlanta, Ga.; Adolph Schuetz, 
president, Sterling Engraving Com- 
pany, New York; 

Albert Hoffman, president, Graphi¢ 
Arts Photo-Engraving and _ Color 
Plate Company, San Francisco, Cal.: 
Adolph Buechele, president, Rogers 
Engraving Company, Chicago; and \ 
M. Ollier, president, Jahn & Ollier 
Engraving Company, Chicago. 


Names Three Agencies 


National Biscuit Company has 
placed the principal part of its adver 
tising with McCann-Erickson, !nc. 
the Pacific Coast division with Bots 
ford-Constantine & Gardner, and the 
Shredded Wheat division with Bat 
ten, Barton, Durstine & Osborn, In¢ 


Kuhne Galleries Appoint 


Advertising of Kuhne Galleries, 
New York, modern furniture, fabrics, 
paintings, etchings and_ sculpture, 
has been placed with Ralph Rossitel 


Inec., New York. 
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KROEHLER SEES 
SWING BACK T0 
QUALITY APPEAL 


Chicago, Feb. 23.—The time 
some to swing back to advertising 


appeals stressing quality and style in| 
pedal off | 


iture, taking the loud 


price, in the opinion of the Kroehler 
Mi Company, leading producer of 
living-room, dining-room and_ bed- 

m furniture, which has just 


started a ten weeks’ spring campaign. 

rhe first shot was a half-page in 
the February 24 issue of the Satur- 
day Evening Post. There will be an- 

er insertion in this magazine, as 
well as two of the same size in the 
following list: Ladies’ Home Journal, 
veCall’s, Good Housekeeping, Wom- 
ans Home Companion and Delineator. 
The insertions will be staggered 
through March and April. There will 
be a campaign of similar duration in 
the fall. 


We are urging our dealers,” said 
1. W. Keller, advertising manager, 


to get out the tear-sheets of the ad- 
vertisements they ran in 1929 and be- 
fore, and start using them again, for- 
getting the cut-price arguments they 
been over-working during the 
depression period. They didn’t sell 
furniture, for the reasons why people 
buy our kind of merchandise are not 
expressed in terms of price.” 


have 


Need Quality Appeal 
Business is improving so substan- 
tially in the furniture field, says this 
idvertiser, as to encourage belief that 
better times are here and that the 
quality appeal will bring home lovers 
hack into the market for good furni- 
ture 
The campaign is being merchan- 
dised to the 65 Kroehler salesmen 
through portfolios, as well as through 
copy addressed to dealers in the busi- 
In addition the company 
s supplying specific advertising sug- 
gestions to furniture merchants, and 
offering to lay out complete 
newspaper campaigns specialized to 
the desiring the service. A 
complete cut service is also available. 
Kroehler has been something of a 
the field of display ma- 
furniture stores, and is 
its plan of providing 
lorful window displays for its deal- 
ers While the big stores in the 
larger cities prefer to make their own 
displays, about 2,500 dealers in towns 
150,000 and under are regularly 
displaying the Kroehler cut-outs. The 
salesmen have the responsibility for 
eing that this material is asked for 
ind used by the dealers they are 
Calling on. 


hess press. 


even 


stores 


ploneer in 


terial for 
ntinuing 


The advertising of the Kroehler 
Mre. Company is placed by Henri, | 
Hurst & MeDonald, Ine., Chicago 
int V 


Designs Copy-F itter 
Rapid Copy-Fitter has 
designed by Clyde B. Clason, 
Evanston, Ill, as an aid in publica- 
‘lon makeup. Two calculating charts 
show how much space copy will oc- 
‘upy in type, how many typewritten 
‘hes are needed to fill a space and 
What type faces give the best fit. 


(lasons 


hee) 


Touzalin Appointed 


, \dvertising of Chocolate Products 
SMpany, Chicago, maker of Kayo 


Pudd ig. Kayo Chocolate Drink and 
“Ullicious Chocolate Syrup, has been 
blaced with the Charles H. Touzalin 
\gency, Chicago. Newspapers, radio 
d 


nd direct mail will be used. 


McCarthy Made Manager 


ma rmerly assistant to Don Gilman, 
div ve-president of Pacific coast 
pe . Be McCarthy | has been 
hemes: eeneral manager of KFT, Los 


Pick Young & Rubicam 


Mri idual Drinking Cup Company, 
ten and Paul Garrett & co, 
Rul Pa., have appointed Young & 
c] New York. The second new 


products include Virginia 


has | 


Federation Plans 


“Sell Now” Drive 


New York, Feb. 23.—Edgar 
Kobak, president of the Adver- 
tising Federation of America, 
has announced plans for a 
“sell now’ campaign in 
marked contrast to the “buy 
now” movements so popular 


recently. 
Meetings will be held in 
many cities and radio ad- 


dresses will be given at hours 
when the maximum number of 
salespersons may tune in. 


Dare wines, and Paul Garrett 
pagne 


and wines. 


cham-| 


Quality Group, 
‘Woman’s World,’ 


Revise Rates 


New York, Feb. 23.--Two rate 
| visions have been announced by mag- 
azines here. Woman’s World has 
issued a new rate card, effective with 
the December 1934 while the 
Quality Grovp has revised rates fol- 
lowing withdrawal of Atlantic 
Vonthlu. 

TLe Quality Group is now made up 
of Harper's Magazine, Current His- 
tory, The Forum, Review of Reviews 
and Magazine. The 


re- 


issue, 


Neribner’s new 


rate card, effective with April issues, 
carries a black and white page rate 
of $1,830. or $140 less than the total 
of individual page rates. The line 
rate for the group is $7.50. 


Woman's World announcement 
said: 

“The increase in both new sub- 
scriptions and renewals which has 


taken place during the past several | 
in- | 


months has made advisable an 
crease in Woman's World guaranteed 


circulation from 1,000,000 to 1,100,000 | 


net paid copies per month. 
“This takes effect with the Decem- 


ber 1934 issue. The black and white 
page rate increases from $3,100 to) 
$3,400; the line rate from $4.75 to| 
$5.10. 

“It is the publisher's plan to let 


| staff of J. M. Mathes, Inc., New York. 


Woman's World circulation mount 
| naturally and normally until it finds 
| its own level. 

fide for space in 
World will be accepted at 
present rates up to and including the 
April 1935 issue provided orders are 
in our hands by March 15, 1934.” 


Lewis in Code Work 
H. Bertram Lewis, head of the H 
Bertram Lewis Advertising Agency, 
| New York, has been appointed chair- 
man of the Fact Finding Committee 
otf the Wholesale Automotive trade 


Mathes Adds to Staff 
Franklin W. Dyson and N., Fletcher 
Turner have joined the production 


“Bona orders 


| Woman's 


PELL LEE 


TUTTE 


TU 


HOt 


“All Canadian women should be interested in mag- 
azines published in this country because of the special 


“A widespread 


C0 eee 


it 


Miss M. WINNIFRED KYDD, M.A. 


President 


The National Council of Women of Canada 


influence 
among women” 


application of the fiction and articles to our national 
background and current interests. 


“Maclean’s Magazine can wield a widespread influence 
upon public opinion among women in all parts of the 
Dominion. Having read Maclean’s myself for some 
years, I feel that this responsibility is recognized by 
those in control of its policy.” 


(Miss) M. Winnifred Kydd 


N ARTICLES characteristically its own, Maclean's thinks 
and speaks in Canadian terms for the Canadian people. Its 
fiction and entertainment features have crispness and variety. 

There is always something of live interest for every reader. 


No other magazine has such influence upon the Canadian people 
from coast to coast. No other magazine is so frequently quoted 
and discussed. No other magazine is so well regarded by so 
many Canadian families. 


No other single publication reaches the whole Canadian mar- 
ket as effectively and with such influence as does Maclean’s 


—Canada’s National Magazine. 


Avenue, Toronto. 


Head Office: 481 University 


Branches: Montreal, Chicago, New York. 
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INGERSOLL TO 
TIE UP WITH 
NEW BAD WOLF 


Expects to Sell Another Mil- 
lion Watches 


New York, Feb. 25.--Anticipating 
as cordial a welcome for Walt Dis 
ney’s new version of the activities | 


of the bad wolf as attended the first, | 


the 
will 
watch 


Ingersoll - Waterbury 
new 
the 
premiere about 


Company 
pocket 
production 


release a 
when 
its 


novelty 
Disney 
makes 


» 


a 
The company is not experimenting 


in its tie-up with novelties. It sold 
1,110,000 Mickey Mouse novelty 
watches in six months and saw its 


whole line respond to the stimulus. 
took greater interest in 
stocking, displaying and selling the 
entire line and the usual 
slump never got a chance to manifest 
itself. 


Dealers 


The Disney Three Little Pigs will 
be depicted on the face of the new 
watch. Below them will be a wolf's 


head, the special feature of which is 
un eye, operated by the watch mech- 
anism, which blinks. 

Dealers Enthusiastic 


While no consumer advertising has 
been 


done by the company to pro- | 
mote the novelties, which include 
alarm clocks, department and drug | 


store organizations in practically all | 


the timeli- 


used it 


leading cities recognized 
the idea and 
to their local advertising, 

To get the idea across to the trade, 
salesmen were relied upon to a large 


ness of 


zest 


extent. Jobbers’ meetings were held 
at which past results and future 
sales outlook were presented by use 


! Visomatic projection equipment. 
One of the interesting features of 
the novelty method of sales promo- 


THE GOSS AND DELEEUW MACHINE 
NEW BRITAIN, CONN. 


Steel Magazine, 
1213 West Third Street, 
Cleveland, Ohio 


Gentlemen: 


Realizing that you are at all times interested 
in receiving the reaction of readers of the publica- 
tion "Steel," we would advise that of all trade papers 
received by us, Steel is most eagerly awaited and 
referred to each week by our different departments, 


In addition to market reports and news of a 


general character we find 
n" 


"Windows of Washington, 


For some time past, 


we have eliminated trade paper advertising from our 
appropriations, but feel that the interest shown by 


our department heads represents a fair average of 


readers in general, 


"Steel" serious consideration when resuming our 


advertising program. 


A.J.“Crozier, 
Assistant Treasurer 


AJIC:MRD . 


| 
February | 


January | 


to give | 


particularly interesting. 


We therefore cannot avoid giving 


widened the mar- | 
watches by reaching down- | 
the cradle. Formerly, 
thought to be in the 

age until he was 
| eight years of age. Now 
young as three years are prospective 


tion is that it 
ket for 
ward toward 

a boy was not 
| watch-carrying 


has 


boys as 


users. 
The Federal Advertising Agency is | 


planning the promotion 


Ide & Co. Conduct 


Contest for Grecere'| 


| 


A contest for retail grocers and | 
their customers has been added to} 
the radio programs for Ide & Co.,! 


Hawaiian Avocado} 
Trips to Hawaii are the 
two first prizes 

Grocery trade journals, large space 
in newspapers, outdoor, window and 
counter displays will be used to an 
| nounce the contest by Ryder Ingram, 
| Oakland, Cal., the agency in charge. 


“The Font’ Starts 


The first issue of the Font Maga- 
| zine, a pocket-size monthly devoted 
to the mechanics of advertising, has 
| appeared in Chicago. It is edited by 
Fred H. Bartz, president of the Chi- 
cago group of Advertising Typogra 
phers of America, and is sponsored 
by the Harry Baird Corporation, ad- 
vertising typographer. 


Lang to Address M. A.1. A. 


The annual open house meeting and 
banquet of the Milwaukee Associa- 
tion of Industrial Advertisers, to be 
held March 5, will feature Chester H. 
Lang, publicity director of General 
| Mlectrie Company. Mr. Lang’s sub- 
ject will be “The End of Advertis 
ing.” 


distributors of 
| Mayonnaise. 


| 


“U.S. Daily” Sold 

The plan of reorganization for the 
{| United States Daily Publishing Com 
pany has been approved by Chancery 
court. The assets shall be bought 
iby the United States News Publishing 
{Company March 12 at not than 
| $55,000, the court ordered, 


less 


Has Two Agencies 


Maritime Milling Co., Buffalo, N. 
| Y., has appointed Calkins & Holden to 
direct advertising of its Hunt Club 
|} dog food division. The account of 
| the dairy and poultry division con- 
| tinues with Everett L. Bowers, Inc., 
| Buffalo. 


co. 


February 7th, 1934. 


"Mirrors of Motordom,” and 


and at the present time 


MACHINE CO, 


eet 


7. 
ja we bi x 
- oe ‘ ¥ 


has 


ANIMATED MAP TO ADVERTISE WONDERS OF NEBRASKA 


This relief map, with rivers flowing and traffic breaking speed limits, will be the state's exhibit at 


ROTO GETS CALL 
IN NEW BAKING 
POWDER DRIVE 


‘‘Double-Action’’ Stressed in 
Calumet Copy 


New York, Feb. 15.-—Believing that 
in attempting to get over a story of 
appetite appeal one picture is worth 
a thousand words, General Foods, in 
its Calumet baking powder advertis- | 
ing, this year is leaning heavily on | 
color rotogravure in newspapers, in | 
addition to continuing its color ad- 
vertising in magazines. 


Beautiful color photographs by An- 
ton Bruehl, depicting master prod- | 


| 


ucts of the housewive’s art, dominate | - 


full page color roto advertisements | 
appearing at regular intervals in | 
many well as the color 
pages being used in leading women’s, 
farm and magazines. 

The “velvety crumb” theme, used | 
effectively in 


cities, as 


sectional 


previous years, again 
dominates the color advertising, and 
copy points out that the “typical | 
glorious Calumet texture” is due to 


Calumet’s “double-action’——‘one ac- 
tion in the mixing bowl, but a second 
held in act in the oven- 
heat. A partnership that makes cake 
texture unbelievably light, fine and 
delicate.” 


reserve to 


Process Pages Also Used 


In addition to the color roto pages, 
color process pages are being used in 
the American Weekly and in several | 
other cities where color rotogravure 
Black and white 
pages in magazines, black and white 
newspapet and 
humerous 


is not available. 


copy, outdoor adver 
localities which 
are the best markets for baking pow- 
der further 


tising in 


add 


force to the cam- 

paign. 
Because of the inability to show 
cake textures satisfactorily in the 
process newspaper advertising, copy 


these follows 
the “velvety crumb” 
subordinated = to 
points 

In all advertising in 
drive, the 
prominent 


for pages 
lines, 
ing 


other talking 


the current 
“double-action” feature, 
for vears in Calu- 
met advertising, and given somewhat 


many 


of a minor place in recent campaigns, | 


again comes to the front as the most 
important single talking point. 

In the 
tising, for instance, 
marily with numerous 
accruing because of 
“double-action.” 


newspaper adver- 
pri 
ad 
Calu 


process 
copy deals 
specific 
vantages 
met’s 


Makes Two Points 


\ typical advertisement shows sey- 


eral varieties of for ex 


ample, and points out that Calumet’s 


desserts, 


“double-action” enables the busy 
housewife to mix up a= sufficient 
amount of batter to make desserts 


| black and white copy generally shows 


different | 
theme be- | 


for three or four days, and to store | 
the batter for use later. 

Similarly, other copy declares that 
the housewife interrupted in the 
midst of baking to tend a child’s 
seratched finger or do some other 
important household task need have 
no fear of ruining her baking, since 
batter mixed with Calumet may be 
allowed to stand for considerable 
periods of time without fear of spoil- 
ing. 

In the black and white newspaper | 
copy, which is being used to supple- 


ment the rotogravure and process 
material in the better markets, and | 
also to round out the campaign in 
those sections where neither color 
roto nor process color is available, 
copy is devoted almost entirely to 
making two points: the ‘double- 
action” of Calumet, and the economy 
of its use, due to the fact that a 


smaller quantity is required. 


Running usually 548 lines, the 


two photographs of typical house- 
wives in the act of baking, one de- | 


| bowl” 
| ond action 


| batter 


the state fair. The map, 25 feet long and 10 feet wide, was created at a cost of $1,200. 


picting “first action—in the mixing 
and the other showing “se: 
-in the oven heat.” 

A box of type stripped into the two 
photographs explains that “Calumet 
is really two baking powders in one! 
A quick one for the mixing bowl— 
its action set free by liquid. It starts 
the leavening properly. 
the oven—its 
It holds your 

all through 


“A slower one for 
action set free by heat. 
high and light 
the baking.” 

The rest of the space is usually 
devoted to a recipe for a cake, and 


to pointing out, in connection with 
the recipe, the economy of using 
Calumet. “Just one level teaspoon of 


Calumet to a cup of sifted flour,” the 
copy “The usual thrifty pro- 
portion in Calumet recipes.” 

In sections where sales of baking 
powder are largest per capita, out- 
door advertising, utilizing the same 
type of jingle copy which appeared 
last year, will supplement the color 
and black and white in newspapers 
and magazines. 


says. 


1} 


- ray 
CALUMET Ge 
tary 


14.008 
ESCANABA 


40.185 ‘ 
MARQUETTE | Saucr ste mame 5 
6% 


$49 


9) 


° 
° 
~ 
<™ 
=: 
«<- 
- 
< 
= 


How Detr 


Here in the 


57% of Mic 
Michigan’s 


94% of its u 


The 


New York 
I. A. KLEIN, Inc. 


looks to advertisers 


trated 47.80% 
Michigan’s income tax returns; and 59% of 
assessed 


News has better than 84% of its Sunday and 


in this area—the largest circulation of an) 
Detroit newspaper! 


In advertising volume—Fourth in America 


Best Employment in 3% Years 


Detroit 


THE HOME NEWSPAPER 


Member Metropolitan Sunday Newspapers and Major Markets, Inc- 


oit really 


Detroit trading area is concen- 
of Michigan’s total population; 
higan’s wage earners; 65% ot 


The Detroit 


valuation. 


eehk-day circulation concentrated 
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Trade Commission 


Asked to 


Suppress 


Can Company’s Copy 


Continued from Page 1) 
matter up in a conciliatory attl- 
with the Continental Can Com- 

any diveet or, if it seemed advisable, 
board of governors of the 
an manufacturers industry, in order 
+o forestall further public advertise- 
ments of the nature complained of. 
However, the widespread program in- 
dicated by the advertisement in the 
Chicago Daily News seems to us to 
require more definite and authorita- 
action. 

Obviously we cannot in justice to 
the members of our own industry 
nermit material to be circulated pub- 
which we believe to be unfair, 
derogatory and even malicious, al- 
though we can understand that the 
super-enthusiasm of the Continental 
Can Company in its desire to market 
its products to canners may be re- 
ponsible for the character of the 
material contained in the article. 


tue 


Van Arnum’s Views 

“We are fully aware of the ines- 
timable value of the contribution of 
the canning industry to the welfare 
of the people of the United States 
and the valuable services that they 
have rendered and continue to render 
but this does not justify such high 
pressure advertising methods, analo- 
‘ous to those used by stock promo- 
tional interests in the past. 

“The can manufacturers and the 
canners’ industry are entitled to 
slorify and advertise their products 
hearts’ content; to explain 
and contend for the purity and qual- 


to their 


ty of their products; to assure the 
public of their efforts to furnish it 
with a sanitary, clean, economical 


product which fills a necessary place 
in the requirements of the American 
people for food products. 

“However, we do not believe that 
the can manufacturers’ industry or 
the canners’ industry is privileged to 
the lengths of usurping the 
field of other industries “by the meth- 
ods adopted in the advertisement 
complained of, which in turn an- 

inced that a campaign along sim- 
will be carried on in sey- 
national magazines, beginning 
th the Saturday Evening Post of 
10, 193 
With the idea that the Conti- 
ital Can Company might be will- 

to amend its advertisements to a 
re rational we ordinarily 
ild have directed our efforts to 

company but it appears that the 
lipaign goes much beyond the Con- 
ental Can Company, and we deem 
necessary to take steps to include 

he prohibition of such advertis- 


go to 


lines 


t ii 


larch 


basis, 


iny less responsible can manu- 
ers or canners who might be 
ed to adopt the advertising 
ds complained of, hence the 


Ppeal to the Federal Trade Commis- 
a broad and inclusive order 
and desist from such prac- 

inning to all potential adver- 


Ne would appreciate your Co- 
i particularly there can 
doubt that the spirit of this 
ement violates every stand- 

set up not only in the Federal 
Commission Act, but in the 

Industrial Recovery Act it- 
In addition, we would appre- 
expression of your views as 
* possibility of reaching an 
agreement with respect to 
nation of this incident. 
‘e have not yet been able to 
ficient copies of the adver- 
ippearing in the Chicago 

‘ to furnish to all parties 

'so if they are not already 

possession and on request.” 

rmal complaint to the Fed- 

(le Commission said in part: 

communication is in the na- 

a formal complaint under 

' of the Federal Trade Com- 

\ct pertaining to unfair 


tices, 


as 


er 


iclosed advertisement is the 


only evidence that we have to sup- 
port this complaint but we believe it 
to be sufficient to justify the allega- 
tion that it is unfair, untrue, deroga- 
tory, and violates every principle of 
sound business ethics. 

“The industry represented by this 
association contains cooperative 
sociations of growers and shippers as 


as- 


well as distributors in primary mar- | 


kets and handles over 500,000 car- 
loads of fresh fruits and vegetables 
annually. 


“Despite the contention that the 
word ‘fresh’ has been qualified in the 
interest of the canning industry, we 
still maintain that the word ‘fresh’ 
as applied to vegetables means 
‘newly produced, gathered, or made; 
hence, not subjected to long storage 


or not kept by some method of 
preservation’. 

“Our objection to the advertise- 
ment complained of and to the an- 


nounced program of advertising is 
that it is deliberately and consciously 
misleading and false. 


Defends Fresh Foods 


“It is a matter of elementary un.- | 
derstanding that the public distin- 
guishes between a fresh vegetable 


and a canned vegetable and without 
resorting to technical terms, this 


| distinction is that the fresh product 


is understood by everyone to be in 
its original state as harvested with- 
out any appearance of decay or other 
deterioration or 
tinguished from any 


which is understood to be and in- 
variably is processed and packed. 
“The overwhelming opinion paid 


for in good money by those advertis- 
ing dental products, for example, rec- 
ommends the use of fresh fruits and 
vegetables and the recommendation 


|of any branch of the medical profes- 


sion to the same effect demonstrates 
the acknowledged difference between 
a fresh product and one that is pro- 
cessed and canned. 

“We, therefore, submit this 
tion and complaint to the Federal 
Trade Commission, asking that they 
institute an investigation and issue 
an order to and desist from 
further public advertisements’ or 
claims of the nature complained of.” 


cease 


peti- 


preservation as dis- | 
canned product | 


Advertising Post 


Honors Younggreen 
Thirty New York friends of C. C. 
Younggreen’s, executive vice-presi- 


dent of Reincke-Ellis-Younggreen & 
Finn, Chicago, former president of 


the Advertising Federation of Amer- 


ica, greeted him at a luncheon given | 


in his honor at the Advertising Club 
of New York February 17. Gilbert 
T. Hodges, member of the executive 
board of the Sun, New York, pre- 
sided. 7 

At the weekly luncheon of Adver- 
tising Men's Post, No. 209, American 
Legion, held Monday, Mr. Young- 


green was elected to honorary mem- | 
| bership in 


recognition of his war 
record and his activities in organized 
advertising. 


Baxter’s N a Work 


W. R. E. Baxter has rejoined the 
McGraw-Hill Publishing Co., New 
York, where he is in charge of the 
newspaper service bureau. He was 
formerly assistant deputy adminis- 
trator to Malcolm Muir at Washing- 
ton. 


Autopoint Has Survey 
A survey showing the amount of 
time lost and general waste incurred 


by the use of wooden pencils has 
been made for the Autopoint Com- 
pany, Chicago, maker of automatic 


pencils, by Emerson 


Corporation. 


Engineering 


| Broadcasting 
For January 


| Sharply Up 


New York, Feb. 23.—Though broad- 

casting volume has been running 
ahead of the corresponding period otf 
the previous year for some time, the 
upturn in January was the sharpest 
registered, National Advertising 
reports. 
Network broadcasting in January, 
| 1934, amounted to $3,759,995, com- 
pared with $2,811,350 for January. 
1933. The National Broadcasting 
Company's share of this total was 
$2,372,923, that of Columbia Broad- 
casting System being $1,366,072. 
NBC's gain over January, 19338, was 
$504,038; Columbia's, $444,607. 

The drugs and toilet goods field 
was the largest single broadcaster. 
providing $1,157,175 of revenue to the 
chains in January. The only other 
division which spent more than 
$1,000,000 in that month was the food 
and food beverage field, with $1,002,- 


567. 


vet 


Records 


Burkley Appointed 
Walter Burkley has been appointed 
advertising manager of the Wild- 
wood, N. J., Leader. 
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To get genuine 
Hoover parts and 
have your Hoover 
Fervice a b y 
trained Hoover 
men, call the 
Hoover factor 
shown below. 


AUTHORIZED SERy 


Hoover Company ICE & 
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o more effective 


- 28 it Swe 
ot Cleans 


yY branch service station 


“WHERE TO Buy j7” 


PAR 


Hoover Comieny?” Euclid av *EN dieott 


6500 Detroit av *Eve~ . 


“WHERE TO BUY IT” Service enables national 
advertising to direct prospects to loeal dealers 


“WHERE TO BUY IT’ PLAN 


where his 
tion warrants. 


2) 


below 
er’s trade mark. 


Manufacturer's 


Manufacturer inserts 
“Trade Mark Head- 
ing” in all classified 
telephone directories 
distribu- 


Local authorized 
dealers list their 
names, addresses and 
telephone numbers 
manu factur- 


ad- 
vertising refers pros- 
pects to these listings. 


Making prospects WANT your product 


effective, more resultful advertising. 


are listed directly below your trade mark 
in classified telephone books (yellow Pt 


precise directions to prospects—and will ye-0780 


produce more sales results. 


is not enough. You must also tell them 
where to buy it. That is the key to more 


service makes your dealers easy to find. 
Under this plan your authorized dealers 


pages). Prospects who want your brand 
simply look for your trade name. 


Your advertising can thus furnish brief, 


Complete information on request. 
Trade Mark Service Manager, American 


“Where to Buy It” dealer identification 


Tel. & Tel. Co.; New York address, 195 
Broadway (EXchange 3-9800); 
Chicago address, 311 W. Wash- 
ington Street (OFFicial 9300). 
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T.H. BISSELL 
IS VICTIM OF 
HEART FAILURE 


Helped Create Markets for 
Monel Metal 


(Picture on Page 1) 

New York, Feb. 23.—Thornton H. 
Bissell, 45-year-old advertising man- 
ager of the International Nickel 
Company, died suddenly February 19 
of a heart attack at his home in 
New York. 

Apart from business, Mr. Bissell 
was chiefly interested in the work 
o! organized advertising. He repre 
sented his company in the Associa- 


National Advertisers, served 
as a member of the board of direc- 
tors of the Technical Publicity As- 
sociation from 1926 to 1931, held the 
presidency of the T. P. A. in 1930 
and in the same year was 
vice-president of the National Indus 
trial Advertisers Association. 

Mr. Bissell’s first experience as an 
advertising executive came when he 
was appointed to the International 
Nickel post shortly after joining the 
company in 1922 as a salesman. 

His first work was in the produc- 
tion department of Thos. Maddock’s 
Sons Company, Trenton, N. J., manu- 
facturer of plumbing fixtures, where 
he advanced to assistant superin- 
tendent before changing to the sales 
department. He left the firm when 
war was declared, enlisted as a sea- 
man and was later commissioned. 


tion of 


Had Wide Experience 


Following discharge from the serv- 
he was associated for about 
years with the fire 
division of 


we, 

three 
xuisher 
Inc., 
both 
ments. 


elected | 


extin- | 
Johns-Manville, | 
holding executive positions in| 


: | pany’s annual report for 1933 shows 
production and sales depart-| ne 


|influence in business and organized 


| other associates said. 


He left the company to em- | preferred stock, compared with $53,- 
bark upon a short-lived venture for | 301, or 21 cents per share for 1932. 


himself in the electro-plating —; 
and for a short time before | 
making his last connection, was as- | 
with the Spencer Heater 

Williamsport, Pa., as a 
executive in the institutional 
vacuum cleaner division. 

With S. L. Meulendyke, secretary 
ot Marschalk and Pratt, Inc., and 
account executive on the Interna- 
tional Nickel account for the past 
11 years, Mr. Bissell directed the 
advertising expansion of his firm to 
the point where it was profitable to 
increase the appropriation 2,500 per 
cent, 

Since 1926, the bulk of the appro- 
priation been spent in general 
magazines to advertise Monel Metal. 
Industrial applications were featured 
at first, but copy drew so many in- 
quiries from home owners that the 
plan was soon changed to put em- 
phasis on domestic applications. 

Mr. Bissell’s outstanding traits of 
kindliness and patience, combined 
with executive talent, helped him to 
achieve positions of importance and 


hess, 


sociated 
Company, 


sales 


has 


advertising, Mr. Meulendyke and 


Death Takes Jordan, 
Noted Space Buyer 


Franz Jordan, of Matteson-Fogarty- 
Jordan Company, Chicago, died Feb. 
14 

Mr. Jordan, only 48 years old, was 
magazine and farm paper space buyer 
for the agency, and was formerly in 
charge of media for the Western 
Advertising Agency, Racine, Wis. He 
was especially well known for his 
work in connection with the Blue 
Ribbon Malt account. 


Miss Eckhart Appointed 

Formerly with Carson, Pirie, Scott 
& Co., Chicago, Elizabeth Eckhart has 
been named advertising manager of 
the T. A. Chapman Company, Mil- 
waukee, succeeding Ruth Jordan, re- 
signed. 


Shows Gain in Earnings 


The Colgate-Palmolive-Peet Com- 


t earnings of $373,389, or $1.50 on 


At All 


organization. 


$65,359,172.98. 


General 
making a _ total 
$59,153,600.34. 


JOHN HANCOCK 


INQUIRY BUREAU 


197 Clarendon Street 


Boston, Massachusetts 


Times 


Anchor of Safety 


—emtiphe 
LIFE INSURANCE COMPANY 


OF BOSTON, MASSACHUSETTS 
A mutual dividend-paying company 
71 years in business; 98 millions paid policy- 


holders in 1933, 973 millions paid since 


Total Insurance in force $3,411,708,382.00. 


Total admitted assets $655,664,366.32; policy 
reserve $546,151,593.00; other liabilities 


Special Contingency reserve $15,000,000.00, 
Safety Fund $44,153,600.34, 


4 Please send me your booklet covering 


personal insurance problems 


A_ Strong 


Emergency Fund of 


CALENDAR IN CHICAGO ART SHOW 


This calendar, designed and issued by the Neely Printing Co., Chicago, is one of 
the entries in the current art exposition sponsored by the Art Directors’ Club of 


Chicago. The original is in three colors. 
in the gra 


NEWSPAPER AND 


GRAPHIC ARTS 
CODES SIGNED 


(Continued from Page 1) 
between 7 a. m. and 7 p. m.; (2) ap- 
plication of the definition of “work- 
ing hours” is stayed for 90 days to 
afford the Code Authority an oppor- 
tunity to study and recommend to 
the Administrator a plan whereby 
the interests of the carriers shall be 
better protected; and (3) the effect 
of established wage provisions on 
the hours and rates of pay of office 
workers shall be reported to the Ad- 
ministrator within 90 days of the 
effective date of the code in order 
to determine whether such hours and 


Each leaf depicts a different development 
phic arts. 


bor provisions” and asked for a spe- 
cial report and recommendations 
within 60 days. 

Administrator Johnson declared 
that the code offered by the Amer- 
ican Newspaper Publishers’ Associa- 
tion, would permit publishers of 
weekly newspapers and other non- 
members of the association to come 
under its provisions. 


the Chief Executive ruled that the 
40-hour maximum work week pro- 
vided by the code must not be con- 
structed as a minimum. 

The newspaper code is unusual in 
that it does not apply to the indus- 
try automatically, but must be as- 
sented to by individual newspapers. 
Any changes in the code must also 


rates need to be further limited. 


Johnson in Charge 


In the publishers’ code, it is an- 
nounced that Hugh S. Johnson will 
himself administer the provisions, 
until such a time as a suitable Code | 
Authority shall be selected. In so| 
doing General Johnson will create a 
precedent, for in all other codes di- 
visional or deputy administrators 
have acted until the permanent ad- 
ministrator was selected. The news- 
paper code becomes effective on Feb- 
ruary 26, 

Scant comment has been made at 
the White House to the flood of ad- 
verse comment which greeted the 
observations made by the President 
when he signed the publishers’ code. | 
Even the mild-mannered Washington 
Star, in a leading editorial, declared | 
that “President Roosevelt’s accept- | 
ance of the code for the daily news- 
paper publishing business lacks, to 
phrase the matter mildly, somewhat | 
in graciousness and urbanity.” 

At his press conference on 
Wednesday, President Roosevelt let 
it be understood that he desired that 
the “rule of reason” be applied in 
working out the two codes. He 


° e | 
made it plain that he wanted to see) 


He | 
and long | 
desired, but 
with continuing 


more people given employment. 
insisted that long hours 
vacations were not 
rather short hours 
employment. 

In response to inquiries, the Presi- 
dent said he expected newspaper 
press associations to work out a code | 
of their own. 


He has not considered 
any specific ideas for such a code, 
but he made it plain that 
code should be presented. 


such a 


Few Changes Made 


Both the newspaper publishing 
code and the graphic arts code were 
signed with practically no change 
from the form presented. While the 
President made some conditions in 
his statement, these referred to his 
understanding and desires, such as 
employment of newsboys under 16 
which shall not be in any way that 
will prove dangerous to health and 
shall not interfere with school hours. 

The President declared that he 
was “not satisfied with the child la 


be accepted individually by those 
subscribing in the first place. 
Restore Rule 
on Circulation 

New York, Feb. 23.—The Period- 
ical Publishers’ Institute has issued 


a bulletin to members discussing the 
code and calling attention to the fact 


In approving the graphic arts code, | 


Classified 
Advertising 


The rate for this department is 49 
cents a line (not agate line); minj 
mum, $2. 


BUSINESS OPPORTUNITIES 
| BUSINESS OPPORTUNITY Rk} 
QUIRES INVESTMENT 
One or two executives to join us 
| promoting organization that may ds 
| velop an asset in 12 months of ove; 
| $100,000 program made to order 
| fit our present economic condit 
| original ideas are profitable. Pleas 
| give reference, correspondence 
| interview confidential. Box 436, Ap. 
| VERTISING AGE, Chicago. 


\that the Administration has restored 
to the code the requirement for pu 
lishing circulation figures. This rule 
lis to be enforced one year from the 
effective date of the code. The first 
| figures, therefore, will be published 
the first issue after April 30, 1935, 
to cover the six-month period end. 
jing Dec. 31, 1934. 

| The Institute also warns members 
| that any deviation from advertising 
|rates filed with the Institute will be 
considered a violation of the code 
and necessarily handled according), 
(Other code news on Page 22.) 


| 


| Name Philip Klein 


| Philip Klein, Ine., Philadelphia 
| . 

| has been appointed to handle adver 
'tising of Charles Jacquin et 
| Philadelphia, producers of 
cocktails, wines and other liqueurs 


Cie 


_ Gray in New Quarters 

James Gray, Inc., Lettersmitlis, 
New York, has moved to 216 East 
45th St. The new telephone is Mur. 
ray Hill 2-6580. 


Peck to Move Soon 

| Peck Advertising Agency, New 
York, will move to 444 Madison Ave 
|early in April, taking nearly twice 
the space now occupied. 


- 


Announcing PITTSFORD 


We don't attempt to introduce him—if you ‘re 


over 20 


and have a yen for good typography 


| you either know him or of him. So we're 
simply ‘announcing him—and the fact. thet 


he and 


his associates have merged with 


Typesetters Incorporated. 


It's a feather in our cap, of course. 


We're 


proud to know that, in addition to providing 
you with the most modern and complete type 
faces available anywhere—and a service that 
never takes time out for lunch—day or night 


—we are now in position to give you 


nationally recognized typographic counse! 
and layout service. 


While Pittsford is today in the front ranks o! 


American typographers, it is but fitting the! 
we should here pay deserved tribute to his 
pioneer work in bringing to the aid o! 
advertising that quality which makes it inviting 
and easy to read. So— 


When you think of Typesetters Incorporated 
think of Pittsford craftsmanship—and wher 
you think of Pittsford, think of the fines! 
typography it is anyone's privilege to offer 


And now in sort of sotto voce may we $Y" 


“Welcome, Ben, you and your gang! 
We’re awlully happy about this. 


TYPESETTE 


RS ncouperated 


|ON 
ADVERTISING TYPOGRAPHY e@ BOOK CcompPoOS!! 
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Nancy Bell Takes First 


in Valentine Contest 
in the Valentine Verse Contest of 
Advertising Club of San Fran- 
Nancy Bell, free lance artist, 
irst prize with this verse: 
Lady, please unlax a mite, 
ind be my Valentine tonight. 
you surely have so many virtues, 
vT, lose a couple would not hurt 
youse.” 
Vell Burleson, advertising manager 
Frank Warner Company, finished 
second Other winners were Edith 
\tkins Anderson, Frank P. Kilsby, 
volter A. Gabriel and Gene Hoffman. 


_ F. Newspaper 
Reps Elect Officers 
e Newspaper Representatives 
ciation of San Francisco elected 
following officers at its annual 
ting: 
resident, C. E. 


wr 


> 


ireenfield, O'Mara 


& Ormsbee, Inc.; vice-president, 
keene Fitzpatrick; secretary-treas- 
1 Thomas L. Emory; directors, 
Harvey Mallot, Veree & Conklin, 
Inc.: Austin Fenger, Fenger-Hall 


Company; R. S. Nicholson, M. C. 


forgensen & Co. 


Names Duncan Scott 


ifornia Arts €& Architecture, 
\ngeles, has appointed Duncan 
seott. San Francisco publishers’ rep- 
esentative, in northern California. 
- has moved to the Mills Bldg. 


You cannot 
ignore the fact that 


the burning question in 
Europe at this moment is 


W A R 


The continued peace on this 
side of the Atlantic is in- 
volved. The fuse in the pow- 
der magazine leads as in 1914 
to Austria. 


3 cate 
we Inbe 


oo 


LENIN 


the little-known human being 
rather than the theoretical 
Marxist or the statesman is 
presented in a fascinating 
and interesting biography 
from sources unavailable in 
English in the 


MARCH 


SCRIBNER’S 


MAGAZINE 


ee ee ee ae Se Ge ee ee 
SCRIBNER’S SONS 
rs of ScRIBNER’S MAGAZINE 
r Building, 
/9 Fifth Avenue, N. Y. C. 
enclosed $1.00 send me the 
\pril, May, June, July Scris- 
\lAGaziInE—g5 months for $1.00. 


A.A.2-34 
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100 PER CENT 
JOB OF SELLING 
ALEMITE RECORD 


New Lubrication System in 
All 1934 Cars 


Feb. 23.—The 
Corporation, division of Stewart- 
Warner, has won the distinction of 
having done a 100 per cent selling 
job in getting its new hydraulic lu- 
brication system adopted as stand- 
ard equipment by all automobile 
builders for their 1934 models. As 
far as known, this is the first time 
in the history of the business that 
success of this extent 
orded by any supplier. 

The first announcement to the 
public, appearing this week in a two- 
color spread in the Saturday Eve- 
ning Post, follows seven months of 
intensive effort among car designers 
and builders and the trade, during 
which it was necessary not only to 
sell the improved product to the 
manufacturers, but to provide stocks 


Chicago, 


has been rec- 


of parts and servicing equipment 
for all retail outlets. 
As an indication of the success 


with which this tremendous merchan- 
dising operation has been carried out, 
more than 40,000 service outlets are 
now equipped with adapters for serv- 
icing the new fittings on 1934 cars, 
as well as stocked with parts for in- 
stallation of hydraulic lubrication 
equipment for old cars. In addition 
five other companies, licensees of 
Alemite, have been active in estab- 
lishing similar servicing facilities all 
over the country. 


Engineers Start It 


“Our engineers did a magnificent 
job in developing a vastly improved 
product,” explained F. R. Cross, Ale- 
mite advertising manager, “and gave 
us a chance to demonstrate that the 
approved formula of a better product 
plus advertising would mean good 
business. The results have equaled 
all expectations, in view of the 100 
per cent acceptance already won for 
the new hydraulic lubrication 
tem. 

“With servicing outlets fully 
equipped to take care of car-owners’ 
requirements, our 1934 advertising 
story to the public will continue to 
be that of specialized lubrication, 
featuring the advantages of the im- 
proved hydraulic system. While we 
are interested in the big replacement 
market, of course, and are calling at- 
tention in the copy to the low cost 
of installing new fittings, this will 
not be given the lion’s share of the 
emphasis. Better lubrication will 
continue to be the key-note.” 

The opportunity for stirring up in- 
creased interest and attention in 
Alemite lubrication through improve- 
ments made in the product will be 
capitalized by the addition of news- 
papers to the list of mediums early 
in the spring. 


sys- 


Role of Trade Press 


Mr. Cross commented on the good 
work done for Alemite through busi- 
ness papers reaching automobile de- 
signers and later distributors and 
service outlets, as part of the big 
sales promotion and selling drive to 
put over hydraulic lubrication. The 
trade promotion job was so well 
done that by the time of the New 
York show all new cars were carry- 
ing Alemite hydraulic fittings as 
standard equipment. ‘“Alemite High 
Pressure,” a house organ with 60,000 
trade circulation, also played an im- 
portant part. 

“While we have sold 100 per cent 
of the manufacturers,” said Mr. 
Cross, “the advertising claims only 
99 per cent of the car models, be- 
cause Packard is still using central- 
ized lubrication on some of its cars. 
However, Alemite lubrication is also 
employed to some extent on all Pack- 
ard cars.” 

The first car which 


carried the 


Alemite | 


| 
| 


new Alemite equipment, a Chevrolet, 
left the General Motors assembly | 
line at the world’s fair in Chicago | 
last August, so that the relatively 
short time in which the new lubrica- | 
tion system was put over can be 
fully appreciated. 

As a result of the bigger story | 
which Alemite has to tell in 1934, 
more attention is being paid to spec- 
tacular methods of identifying serv- 
ice outlets. These will feature edu- 
cational ideas on the subject of spe- | 
cialized lubrication. Alemite makes 
not only the fittings and the lubrica- 
tion equipment, but also the special 
lubricants employed in this feature | 
of automobile maintenance. Identi- 
fication will be more positive, com- 
pelling and interesting than ever be- 
fore, Mr. Cross predicted. 


Invade Other Fields 

Having won 100 per cent accept- 
ance in the automobile field, the Ale- 
mite sales job is being extended to 
cover every manufacturing unit in| 
the truck and farm implement fields, 
and rapidly progress is being made 
in mopping up here as well. 

The Alemite advertising appropri- 
ation, it is understood, is as large 
for 1934 as in any previous year, 
and this is significant in view of the 
fact that it was never reduced at 
any time during the depression. Ad- 
vertising expenditures were actually 
increased during that period, and | 
sales likewise were well maintained 
in spite of general conditions. 

The advertising account of the 
Alemite Corporation is handled by 
Blackett-Sample-Hummert, Inc., om 
cago. 


| publisher of the 


|}day morning. 


Finds Strange 
Interlude in 


Chicago Visit 


Feb. 23.—E. P. Adler, 
Times, Davenport, 
la,, in Chicago for the annual meet- 
ing of the Inland Daily Press Asso- 
ciation, was the central figure in a 
story as strange as any which ever 
appeared on the front page of his 
newspaper. 

Two men made a desperate effort 
to kidnap Mr. Adler as he left his 
room in the Morrison Hotel Wednes- 
In the melee, he was 
badly beaten with a blackjack. One 
man was apprehended almost imme- 
diately, while the other was at lib- 


Chicago, 


erty only 24 hours. Their purpose 
was to secure ransom. 
About the time the second was 


BLACKJACKED 


| 


| 
i 


| 


arrested Thursday morning, the first, | 


Charles W. Mayo, wrote finis to his 
role by hanging himself in his cell 
at Marquette police station. The 
other man is one John Lacy. 

Mr. Adler is president of the Lee 
Syndicate, publishing nine newspa- 
pers in Illinois, lowa and Wisconsin. 
He is also head of a Davenport bank. 


Comer Handles Beer 


Russell C. Comer 


its beer. Newspapers, billboards, 


| signs and radio will be used. 


* 


Serves, , Most 


Advertising | 
Agency, Kansas City, Mo., has been | 
l|appointed by the Dr. Miller Comany, 
York, Neb., to place advertising of 


E. P. ADLER 


Appoint N. W. Ayer 


Eastern Steamship Lines, Boston, 
operators of Atlantic coastwise ship- 
{ping and passenger services, have 
placed their advertising account with 
N. W. Ayer & Son, Inc., Boston 


J. W. Cottrell Dies 
Formerly editor of the Hammon- 
ton, N. J., News, and at cone time 
| technical editor of Automobile Trade 
Journal, Philadelphia, James W. Cot- 
| trell, 45, died Feb. 15 while visiting 
| relatives in Richmond, Va. 


The Lincoln...one of New York’s newest and largest hotels...again 
proves that this old saying is just as true today as it was decades ago. 
During the past three months it has enjoyed an increase of 38% in 
room sales and 92% in food sales...Of course, there’s a reason...you 
get superior accommodations at a fair price. 1400 large outside rooms 
each with private bath and shower, cabinet radio and servidor... 


PLUS all the advantages of a 4 STAR HOTEL IN NEW YORK 


FOR BUSINESS...One 
block to Broadway and 
Times Square, 3 blocks to 
Fifth Avenue and eight 
minutes to Wall Street. 


JOHN T. WEST 
General Manager “Sa 


Under direction of FRANK W.KRIDEL 


2 meso” 
FOR DINING...Three 
fine restaurants...the 
coffee room,the maindin- 
ing room (with dancing) 
and the cafe and bar. 


FOR RECREATION... 
Sixty-nine theatres with- 
in six blocks. Four short 
blocksto Madison Square 
Garden for sport events. 


FOR QUIET SLEEP... 
High above the noisy 
clatter of the street, our 32 


stories of fresh air and sun- 
shine assures you quietrest. 


FROM $2.50 SINGLE + FROM $3.50 DOUBLE 


Special rates for longer periods. Send for Booklet S. 


LINCOLN 


44TH TO 45TH STS. AT 8TH AVE. - NEW YORK 
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° eral content than is possible 
Phoenix Resumes JANUARY FARM PAPER LINEAGE SHOWS GAIN . ap. 

: dinary home-cooked vegetables 
rhe |} a b er nea Monthlies 1934 1933 The grocer, through trade py); 
uffalo, has oe — pga = Comntry GemtiemG <4. escctveccacsssvecs 14,428 12,946 cations such as National G 
beer for the first time since prohibi- = sii 7 + 2 sates 

. “Ties Progressive Farmer & Southern Rut 10,06; t,O117 Bulletin. is urged to, “Use the at: 
tion took effect Addison Vars, Inc., Carolina-Virginia Editio1 10.740 8.599 ; ’ , : , 
Buffalo, has been appointed to handle | Saen Wiittan ...... 10.29] 7052 tive Heinz baby food counte; 
the account Mississippi Valley Edition. G 85 7.324 play. Let folks know you hand, 
= ——_—_——— ae Kentucky-Tennessee Edition 9,73 Ole Heinz Strained Vegetables. Th, 
OF NEW COSTS pig 4 seogeae aanien ona dpe doctors know about them. And yoy 
d “uf ions . ‘ i) 07 
: “tas ; set g2 know you can recommend t 
Successful Farming & GF 1083 j 
AKE a leaf out of Capper’s Farmer 622 1,165 Build up a profitable quota of 
‘ Poultry Tribune: sales with Heinz Strained Food 
the book of drug . Zone Advertising 8,10 . a »” m 
“a | Chicago, Feb. 23.—-Some of the i 2 8] infants. 
advertising. -_— s which newspapers must be pre- Southern Aveinuth print 6.810 1687 The mother, through child and ) 
ared to absorb under the new codes | Country Home 6,508 6,10 ents’ magazines, is urged to ys 
— pr | pare po : ig 049 . : 
makes good oO were pointed out to the Inland Daily sa he Bde <' rd lhe $+ Heinz and enjoy the assuran 
, : : . farm Oo la ; 0, 00% 000 ane os tte * Z 
one t h in g P be- Press Association this week by F-.| Gajifornia Citrograph = ony 975 <— peer _ pager age 
° W. Schaub, of the Herald-Revicw, pene shea Poultry Journal 3,248 tained only through scientific p 
cause it ma k es Decatur, Ill., chairman of the Inland Zone Advertising 1,507 ration. 
: +8 . vr en Western Farm Lif: »,028 0 ‘ sta liete 7 jeatiay s 
good use of the | cost and production committee. <tr th Rg hk lo ea o'49 5 4 Complete lists of publicatio: in 
d | d At the Sherman Hotel, where ex- Wyoming Stockman-Farme: 1 9x2 1 246 all these fields are to be ed 
ea er’ s win Ow. lecutives of the National Editorial| Bureau Farmer .................+05- ; 852 017 through Maxon, Inec., agenc\ 
| Association were conferring, Harry | Florida Grower- ~Not checked this year charge. 
e i Rutledge, secretary, emphasized | 5. .44_yonthlies aan e 
the harmony among N. EB. A. MeM-/ o.ianomea Farmer-Stockman 4 Tah 5.740 
EINSON-FREEMAN C0., INC. per ag thera t+ sane Two New Accounts 
LITHOGRAPHERS Arizona Producer S054 a. oe > 
Urges Cooperation Montana Farmer 7,68 2.979 for Brinckerhoff 
} , ” vard’s airymé 7,619 5,282 é rertising of ‘ug Store nds 
“The code may not be perfect,” he Hoard . Dairym un 61 t Advertising of Dr ug Store Br; ds, 
- 6 . eee hanged MEIRBOUSE DOPMOR i's b684 dwn aes 6,501 915 Inc., Detroit, is being placed }y, 
| said, “but = oo always ee : er Kansas Farmer (Mail & Breeze) 6,010 602 Brinckerhoff, Inc., Chicago. News 
| In meanwhile, the newspapers in our] Utah Farmer 1,827 — papers and car cards are being used 
|membership pride themselves upon pperteta — alist . - a8 as well as a schedule in trade payers 
. . s s ArKansas i [OF seeetensdseoneecess sdb »,400 pee s ie 
close co-operation with the adminis- en a eee ' The Brinckerhoff agency has also 
tration. We believe NRA will Set) pi-weeklies 1934 Issue 193 Ixcues| Deen appointed by the HY-G-TO| 
somewhere if publishers will 80) wallaces’ Farmer and lowa Homestead 16,666 2 10,086 2 Sales Corporation, Chicago. 
along with it.” Prairie Farmet : | ess 
Thea ecatur ublisher presented Illinois Edition 13,422 2 i (1s 2 | 
re eer p Indiana Kdition 1,095 2 8.479 : |Woodbridge’s New Work 
a chart showing the probable in-| ,),¢riean Agriculturist 13071 o 938 Benen 
crease in costs under the newspaper Local Zone Advertising 1,572 2 2,852 2 William W. Woodbridge, former) 
code. For newspapers of less than | Farmer and Farm, Stock and Home . ph bacon manager of West Coast 
» 000 circulation. the annual increase Minnesota Edition ‘a 1. ‘So 2 S88 Lum verman, has resigned to becom 
: " 1.022 re at: new Dakotas-Montana Edition 10,442 2 7.101 ” manager of promotion of the Red 
. _ yy r 2.0 er ce ; 2WS- - 7 » O49 . ‘he . 
| wan ye $1,022 or 2.6 per cen es Local Edition 2,94 2 Cedar Shingle Bureau, Seattle. Wash 
| papers of 3.000 to 4,000, $1,558, or] Pennsylvania Farmer a 11,589 2 10,98 ? ; 
2.06 per cent; 4,000-6,000, $1,295 or Leer Agric ulturist and Farme 10,741 5,126 2 _ 
11.1 per cent; 6,000-8,000, $2,092 or Sate ae ee Hype: - geet 4 
ia lie »od ~ i,< ~ 
y/ or cent: 85 or 0.6) nen, ) D) 2 ° 
A Complete 1.5 per cent; 8,000-10,000, 1. Tt Ber aetene aplge aA 10.18 > 8442 9 0 
P per cent; 10,000-15,000, $1,391, or 0.8 Zone Advertising 5,407 2 oF Tradepaper pportunity 
~ Nu = = , 4 2 ” ,7 » 
Production Service per cent; 15,000-20,000, $3,568, or 1.1 New England Home stead ’ 300 é 1S ~ . 
per cent; over 20.000. $3 375, or 0.8 Washington k armie r ', 4 ~ 546 } or Live Salesmen 
Indiana Farmer's CGuide S,677 $,912 
TY POGRAPHY per cent, Dakota Farmer 8,365 2 4,515 ] We want a working partner. We 
| Idaho Farmer 8,295 Z HOSS5 } a well-established tradepaper now n 
ELECTROTYPES Orevon Farme! X,1%¢ 0,742 } ing a profit. We are carrying the adve 
M A T R 1 C E S New Set-Up Is Michigan Farme1 6,277 yi S18 2 tising of nationally-known manufacture 
Weeklies We offer a substantial interest to ; 
STEREOTYPES Developed by Pacific Rural Pre 17,161 i 6 { abel wee ene RO me ee business 
~ Weekly Kansas City Sti — my Rose giayeaee net gg td ile epheee 
PRINTING ° Missouri Edition 17,129 16,007 { pala ry st ela bly sakegpepalan site 
Cc Yraw- | ivan MAtiOn <->. 16.800 , 16.063 ' a goo ere position as well. Address 
Arkansas-Oklahoma Edition 15,470 16,063 { ae Seater 
a Ruri ul Ne I big l spe pete Box 434, Advertising Age, Chicago 
a - a0 ita . ‘apper’s eeKly P see v,80 V,ol. 
New York, Keb. oo. McGraw-Hill Semi- Weekly Farm News 
Western Publishing Company has grouped its Tuesday Edition 7,366 ) 8,904 ) ee a 
. jublications in six divisions, each in Friday HKdition ..... #5820) ' 1,880 J 
Newspaper Union I ; et Dairymen’s League News 2,660 > 2,461 ) | 
charge of a company executive who | | Congress 
NEW YORK + 310 East 45th St. | wil) give personal direction to every These figures exclusive of baby chicks, livestock and classified. ° « 
CHICAGO + 210S8o0.Desplaine St. | phase of activity in his division. *Average five editions, 1934. is im Session 
and 34 other cities James H. McGraw, chairman of tAverage five editions, 1933. 
ar r : inued in charge Compilati by National Advertising Records blished ee oa 
the board, will continued in charge by ation by \ - y a ld tis ) Records, publishe The activities of politics, business 
of the electrical group. yy Advertising Record Company. : P 
' ; and society are more colorful 
- Henry G. Lord, vice-president, will > = : ; 
_ = - - =- igs is _ than ever before. You will enjoy 
be in charge of TVewvtile World. Hei Washinet thi : 
Mason Britton, vice-president, will Dentists fin einz pen ashington this winter. 
be in charge of American Machinist, e The best in accommodations, 
Product Engineering, Power, and ] ooth Paste, Campaign for location and smart surroundings 
Factory Management and = Mainte I di are available at this distinctive 
ssi ; Avers O ent New Baby Food hotel. Write or wire for reservations. 
Glenn Griswold, who will be elected 
vice-president, will be in charge of z Nathan Sinrod, Manager 
Business Week. Detroit, Mich., Feb. 23.—Direct as-| Detroit, Mich., Feb. 23.—Doctors, 
PHOTO COPY CO. Willard Chevalier, who will be|sault against a tooth powder adver-| grocers and mothers constitute the 
elected vice-president, will be in|tiser whose recent copy theme has| field to be reached in an extensive 
225 N. MICHIGAN AVE | charge of Engineering News-Record,| been “Use powder because your den-| campaign by the H. J. Heinz Com- 
STA.4047 Construction Methods, Engineering &|tist does,” was launched by Iodent| pany in introducing a new line of 
919 N. MICHIGAN AVE) Mining Journal, Coal Age, Metal &|Chemical Company, manutacturers | strained baby foods. 
eon SS mineral Markets. _ {of lodent Tooth Paste, this week,/ Although the appeal to each mar- 
221 N.LA SALLE STREET] L. F. Stoll, who will be elected vice-| with copy claiming to “Explode the| ket varies, all copy features the 
eae RAN. 327 eside cS le pe apt ee Bite Mapeesesig . 
3270 president, will be in charge of Chem-| Powder Theory. salient point that, “Only garden- 
seeutaana ame ———— | leat Metallurgical” Engineering.) In newspapers, trade publications | fresh vegetables, grown under Heinz 
Food Industries, Pransit Journal.) and street car cards, lodent declared | supervision, are used. They are 
Aviation, and Bus Transportation. | that it had conducted a survey which | cooked and puréed under low pres- 
proves that the majority of dentists) sure dry steam, free from vitamin- 
Huber Made Governor actually use a paste prepared trom robbing air. They are vacuum-sealed 
a : powder. lodent copy emphasized its into heavy gauge tins which are en- 
The board of governors of the Ad- alleged discovery that it is the paste, | amel-lined.” 
vertising Club of Baltimore has|‘ : roe le oP ee tt : , y 
elected Erwin Huber, advertising di- and = ee irs cheainie enanel The doctor, through professional 
rector of the Baltimore News and| ito direct contact with the patient’s | journals, is urged to recommend 
American, to the board to succeed §S,| teeth. Heinz Strained Baby Foods for the ” 
‘ . In wire . veo | y > ° . 7 d 
Gordon Parks, resigned. Purpose of Campaign sake of the health of the baby, be- LAFAYETTE PARK AT SIXTEENTH 
cause, “Behind the name on the Heinz 
Pl Gl b | According to Alfred J. Lautman,! q,.; > Pe . ‘ NATHAN SINROD,MGR., 
aces Globe Copy ; |; Strained Food tins is a process that ¢ 
president of lodent, the present anti- |. ocypec hig] pik eweites : WASHINGTON, D. . 
A major newspaper campaign for powder campaign is not directed a ae ee See ee ae 
A quick and economical the Globe Grain and Milling Com- against any particular manufacturer. | => —— ——— 
: ; any’s Globe Al Products is being], (, ° *.. : eae , 
lithographic method of “ fhe — Ds B Mi a a any | Rather, he said, its purpose is “to 
facsimile reproduction placed by an B. Miner Company, 3 ane riSING. 
‘ Los Angeles. Two colors are being correct a growing and erroneous be- = 
(Specially adapted for short used in large space advertisements, |lief that dentists use powder in the ; HOME-TO-HOME DISTRIBUTION OF ADVERTISING AND SAMPLES — 
run work) that will afford cleaning of teeth.” | 
you a substantial saving W ld B " Canvassin The two foremost manufacturers Mass Plan Advertising with Big 4 selective and 
on many of your printing ou a g now advertising powder are Dr. controlled distribution in the Chicago trade 
requirements. ; A bill introduced in the Common|Lyon’s and Forhan’s. Dr. Lyon in- = area is the economical medium which permits 
‘ Council, Providence, R. 1., would pro-| stituted the “Dentist” angle on a | 
Write or phone us for Samples hibit all forms of house-to-house sell- : li : fe apt tl ; you to reach with sales literature and sampies | 
" ° ° P . . , “adlo yogram a WwW Ss ag | 
and complete information Ing It is fostered by retailers. and 4s. , : xtended rd t pre “i se homes that need your product and have the | 
‘ ater exte ec Oo ewspapers 
; : ; “stein pay means to buy it. 
Econo-print Department and other mediums. 
MAGILL-WEINSHEIMER COMPANY Don Belding Promoted The lodent campaign, which is be- — : 
1322 po mee ae Don Belding, Lord & Thomas, San| i™& placed by Maxon, Inc., is ex- _ a - 
amgnone Cotumet 7200 Francisco, has been appointed chair-| pected to include magazines and ra- 4. ADVE RTI SIN G CARRIERS 
man of the plan board of that agency.| dio in addition to present mediums. EIGHTH sT. . AGO. IL ”  nican MAb bi EE 
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chorines in the background lend the | THEATRICAL FLAVOR FOR CHICLETS Trader Picks Presbrey 

FAMOUS STARS proper atmosphere to the scene. Pyramid Trading Company, New 

“Boys, are those good!” Billy is | York, importer and distributor of 

saying. “I could eat a million of ‘em | fine wines and liquors, has appointed 

at once. Gimme more spearmint the Frank to 


DEBATE MERITS 
OF NEW PRODUCT 


‘Friendly Arcuments’ Used 
by Chiclets 


New York, Feb. 23. with 
the problem of introducing a new 
Chiclets flavor in such a manner 
t reate new users for the product, 
instead of merely switching current 


0 


Faced 


as 


users from the older to the newer | 
product, American Chicle Company 
this week launched a newspaper cam- 


paign in New York and Philadelphia 
in which the “friendly argument” 
type of copy is given an entirely new 
twist. 

While such outstanding 
ments as those recently employed for 
Ingram’s shaving cream and Palm- 
olive and Colgate shaving cream used 
characters and unidentified 
personages as principals in the argu- 
ments, the Chiclets series, produced | 
by Badger and Browning & Hersey, 
Inc., will employ prominent actors 
and actresses, night club entertain- 
ers, famous sports figures, etc., all of 
whom will be carefully identified in 
the advertising. 


advertise- | 


eurtoon 


The series, which is to run in 450- 
line space once a week for several 
months in the New York News and 
Telegram and the Philadelphia Eve- 
ning Bulletin, will be in tabloid style, 
with photographs of those engaged in 


the friendly argument dominating 
the space. 
When Stars Disagree 
Such prominent stage personalities 
Fanny Brice and Willie Howard, 
Una Vilon and Billy House, Grace 


Worth and Victor Moore, and others 
currently playing in Broadway 
attractions, team up for the friendly 
and cheerful disputes over the rela- 


how 


tive merits of “delicious new spear- 
mint Chiclets and good old pepper- 
mint,” 

Illustrations are of the “candid 


camera’ type, showing the stage and 
sport celebrities in dressing 
cenes, in front of scenery from their 
current vehicle, ete. 

for example, the advertisement in 
Which Una Vilon and Billy House, 
currently showing in Earl Car- 
“Murder at the Vanities,” are 
featured, shows the pair busily and 
obviously happily engaged in chew- 
their own favorite variety 
Chiclets, while several charming 


bot} 


roll’s 


Ing of 


ln the centers 


room | 


} 


Chiclets.” 

“That's OK by me, ‘cause I'd rather | 
have the spicy, pepps 
old peppermint 


flavor of 
Chiclets,” 


good 
Una coun- 


ters. 

The head above the picture an- 
nounces “No more murder at the 
‘Vanities’”, and also that “Vilon 


brings down house with Chiclets.” 

“While four of the ‘most beautiful 
girls in the world’ look on, Una Vilon, 
sprightly dancer of Earl Carroll's 
long-run ‘Murder at the Vanities,’ 
makes peace with Billy House, 
comedian of the same show, 
feeding him delicious Chiclets,” 
the text relates. 

“What does it matter that he likes 


bois- 
terous 
by 


}cool new spearmint Chiclets and she 


prefers good old peppermint Chiclets! 
Both kinds are with their 
bountiful rush of appetizing flavor 

their crisp, quick-energy candy coat- 


good 


ing—their pure, chewy chicle.” 
Several unusual situations devel- 
;}oped which taxed the skill of the 
lagency. 
Hard to Handle 
All of the photographs, for in- 


|stance, were made backstage, on the 


stage, or in a similarly appropriate 
setting, and frequently it was neces- 


jsary to sandwich them in between 
scenes, or immediately before or 
after curtain, necessitating a great 


deal of speed and finesse on the part 
ot the photographers and others. 

The personalities featured and the 
plays mentioned secured their 
muneration in publicity only. 
result, and also to secure the newsy 
effect desired by American Chicle, 
players in attractions which are sure 
to be still current on Broadway at 
the time the advertising is run are 
the only ones who can be used. 


re- 
As a 


Preparation of the series very far 
in advance, except for advertisements 
featuring the players in outstanding 
hits, is therefore impossible, and the 
agency adopted the of 
definitely lining up the advertise- 
ments only about three weeks in ad- 
Vance, 


has course 


Revillon Freres 


Name Thomas Reese 
Thomas H. Reese & Co., New York, 
have been named to direct advertis- 
ing of Revillon Freres, New York, in- 
ternationally known furriers. 
Newspapers and magazines 
will be used. 


Sanford with Mida 
Russell T. Sanford, formerly of 
ADVERTISING AcGr, and for the past 
year with the Inland Press, Chicago, 
has been appointed publication di- 


class 


rector of Mida’s Services, Chicago. 


: 


ADVERTISING CITY 


Agency men (and women), publishers’ representa- 


tives, publishers, printers, engravers and typog- 
raphers are finding that the Hotel Winthrop has 
~ large pleasant rooms, an atmosphere of peace, 
and a staff that really enjoys making guests happy. 


DAILY RATES FOR ADVERTISING MEN FROM $3 Single... 
$4 Double. SUITES FROM $5 Daily OR $115 by the Month 


HOTEL WINTHROP 


47th Street and Lexington Avenue - New York City 


A ROGER 


SMITHS nH O fF @ & 


vore MURDER art THE“ VANITIES” 


BOY, ARE THESE GOOD 
my COULD EAT A MILUON OF 
mm €M AT ONCE. GIMME MORE 
SPEARMINT 

MICLETS 


THATS OK BY ME, CAL 
D RATHER HAVE THE 


SPICY, PEPPY FLAVOR OF 
GOOD OLD PEPPERMINT 


CHICLETS 


- 


a 


° . . . 
Vilon brings down House with Chiclets 
wo four of the “most beautiful girls in Chiclets! Both kieds are good — with their 
the world” look on, Una Vilon. sprightly rush of appetizing favor — their 
dancer of Earl Carroll's long-run “Murder at criep, quickh-evergy candy coating — their pure, 
the Vanities”, makes peace with Billy House, chewy chicte. Always fresh in Sylpbrap, always 
boisterous comedien of the same show, by bandy im the conveniest green or yellow 
boxes, Chiclets can't be beat, no matter which 
flavor you prefer. For » real taste thrill wy 
both favors today. 


Chiclets 


NOW...TWO FLAVORS 
DELICIOUS NEW SPEARMINT...GOOD OLD PEPPERMINT 


Each star of the "'Vanities'’ swears by Chiclets, but each has a 
favorite flavor, the copy points out. Thus each chews with content- 
ment and tolerance. 


Presbrey Company 
handle its advertising. Newspapers 
and magazines will be used. 


Ann Brae Opens Office 


Ann Brae, who has been handling 
broadcasts for major stations for the 
past seven years, is now handling 
talent and building radio presenta- 
tions on her own. Her offices are at 


| 444 Madison Ave., New York. 


| 
} 


“News” Changes Format 


Cleveland Weekly News has 
changed its style to a 16-page tabloid 


| size 


| 
} 
} 
} 
} 


Circulation Manager 
Available 


Executive of long experience and 
proven ability is now available for 
magazine or business publication. 
Fully acquainted with approved 
producing methods, and can initiate 
and carry through complete cam- 
paigns suited to any requirements. 
Straight salary or salary and 
bonus arrangement. 


Address Box 435, Advertising 
Age, Chicago. 


UCH! 
for the persiflage—but you 


And our apologies 


get the idea. In more serious 
vein, according to the press of the 
twenty-second: “‘As the Army en- 
tered the third day of carrying 
the mail yesterday, the commercial 
lines, deprived of their mail con- 
tracts, set about to increase their 


air express business to make up 


712 Federal Street 
Chicago 


SERVICE-BY-SKY CARRIES ON! 


The Army has to carry the mails—they tell us— 
But American Airways still serves you fellows. 
Want to make that deadline on a certain day? 
Then use these air deliveries by P. & A. 


(Very anonymous) 

for the loss of federal revenue.” 

There’s the story, sir, with 
only this addendum: Until Uncle 
Sam goes into the electrotype, 
nickeltype, stereotype and mat 
business, continue to depend upon 
P.& A.for quality, speed, promises 
kept. Our American Airways- 
General Express deliveries remain 


unhampered, helpful. 


Partridge & Anderson Company 


FElectrotypes:Nickeltypes-Stereotypes-Matrices 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


WARNER BROTHERS' LASSIES IN GRAVURE 


Initial illustration in a_ series 
placed by J. C. Bull, Inc., New 
York, for Bridgeport manufac- 
turer in a long list of gravure 
newspapers. 


PILE-LOCKED TUFTS FOIL HERCULES 


9 


MASLAND / 


TEXMINSTER <a 


THE RUG WITH THE 


Window display designed by Kay for Masland Texminster Rugs, 
sold through W. & J. Sloane, New York. 


“What's the temperature?" The 
world’s largest dial thermometer 
will answer this query at Atlantic 
City this summer. Geare-Marston, 
Inc., Philadelphia agency, devel- 
oped the idea. R. C. Maxwell Com- 
pany handled the installation. 


The ideal of Draper-Maynard Co., 

athletic goods, Plymouth, N. H., 

this young woman is appearing in 

window displays as well as the 

front and back of the company’s 

catalog. Badger & Browning, Bos- 
ton, is another sponsor. 


‘APPEASING CURIOSITY OF ATLANTIC CITY CROWDS 


FOOD COPY THAT CAUSED COMPLAINT 


~ — - — 


fz 


AN IMPORTANT ANNOUNCEMENT 
to the Chicago Public 


and 
The National Canners’ 


Convention 


o 
y 
We in ais son eigen eg Bt chs a 
long after they lose thar ongunal meaning page adverusements to set canned foods before 
We ask for “English” mustard made in Amer- public om thei true light. 
ica. We eat French pastry—likely as not made by The story that we will tell om canned vegetables 


Irish chefs. We buy “Virginia” ham—that never also applies to soup, fruits and other foods un cans. 
What this story is, may be seen from ths ax- 


cerpt taken from the first advertisement 


“The really fresh vegetables are those that come 


in cans. 


vegetables with a zeal that's fanancal, eves 
though misguided. 

The freshest vegetables a store sells are those thas 
come 1m cans 


"Vegetables that are picked prematurely, mpen- 
ed off the vine, transported long distances, and 
sald by the pound after days or weeks away from 
the soll, are not fresh at all. They are wilted, 
*stale-fresh.” 


"So re rity 
vegetables, buy them in cans 


the general public. 
hy 7" TO CANMERS :— The compe a 
The Continental Can Company proposes to te vegetables are hermetically sealed within ome 
- : Co ae the splendid work dowe by the Nations! Cancers 
them. Starting with the March 10 issue of The shove hours after they are picked Association in its adveriisag program, with which 


‘The truth of this startling story, and the facts 


4s to pust why it is crue, have never been told ro “ As soon as a vegetabic is picked, it starts to lose 


its flavor and food value. That's why canned 


Saturday Evening Post, we wil! launch a cam. “They represent the choicest portion of the crop 


“Canned foods are the finest and safest foods which come to our tables” 


CONTINENTAL CAN COMPANY, INC. 


NEW YoRE CHICAGO 


\ 


BAN FRANCISCO 
! 
———— 


(Story on Page 1) 


PERFECT "WHITE WAY" IS DEMONSTRATED BY G-E 


Business center lighting as shown in the new Gener al Electric Institute at Nela Park, Cleveland. Other 
types of lighting are availa ble at the press of a button. 
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